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All Customers Divided into 
Three Full-Line 

















“Every producer, every 





distributor and every 
buyer is faced with this 
problem—how to have 
the right goods, in 
quantities neither too 
great nor too small, at 
the times when they = 
will be desired most, i 
and at the prices at ¢ 
which they will sell 

best.” 


he path of progress is made more 
stubborn when a merchant won’t even read a book 
that was sent to him in a spirit of helpfulness. 

Several weeks ago Henry E. Hagan, secretary of 
the Massachusetts Retail Shoe Merchants Association, 
thought he might be doing a helpful act so he pur- 
chased, with his own money, the book by Edward A. 
Filene—The Model Stock Plan. He bought half a 
dozen copies and sent them to six shoe merchants of 
his acquaintance, with the suggestion that the book 
had new and excellent ideas on the orderly manage- 
ment of business and that the books be returned after 
they had served their usefulness so that he could for- 
ward them to six other merchants and thus, in time, 
cover the entire membership of the association. What 
was his surprise, upon the return of the books, to 
find that in three cases the books had not even been 
opened ; and yet possibly, within these books, was a 
solution for the problem of the merchant. 

We recommend the book published by McGraw- 
Hill Book Co., Inc., of New York and we have asked 
Mr. Filene for the privilege of quoting him. 

Our industry is face to face with the problem of 
proper grading of shoes. Obviously the entire indus- 
try cannot rush into the bottom of price levels just 
because of the clamor for price and price alone. A 
well-balanced business should have well-balanced 
price levels. 

“How many price lines should our store have?” 
asks Mr. Filene. “In accordance with our policy of 
substituting facts for opinions, we must look to our 
customers and their buying habits for the answer. 
Let us say that our average woman customer, the aver- 


























TOURIST CLASS 
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“A certain man went down to Jericho” is the way parables were 
told in the long, long ago. So we say again—‘A certain man 
went down to the sea and brought back with him a parable for 


business.” If we were to take 123,000,000 people to sea in a 
boat—each would buy accommodations and services to his or her 
class. Tourist Third would be the cheapest full-line price and 
would have the greatest complement of passengers. Next would 
come the Cabin-Class—which for the steamship would be poten- 
tially the best selling full-line. De Luxe staterooms would be 
wanted by selective customers, capable of paying the highest fuil- 
line price. 

Continuing the parable, interesting parallels of passengers’ 
wants would develop. Tourist Third might often imitate in dress 
and footwear the top deck’s attire, and strange but ‘true, find many 
style sympathies between the two. 

That great, substantial middle strat, 
interests of its own. It is not so fast in i 
tainly strives for standards above the cheapest. 


social and. sartorial 
g the top and cer- 
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age of the economic level we serve, pays $10 for a 
street hat for ordinary everyday wear. For the pur- 
pose of illustrating the principle, this price is as good 
as any. Perhaps your trade falls at a higher or lower 
level. Perhaps you do not deal in hats but sell radio 
receiving sets or furniture or anything else. The ex- 
ample is just as good as though it were selected to fit 
your particular price level or your particular type of 
merchandise, for it serves to illustrate the principle. 

“Our. average customer, then, buys a $10 hat for 
everyday wear. But there are times when she wants 
a hat a little better than ordinary, it-may be to wear 
to an elaborate luncheon or simply because she feels 
more prosperous than usual. So she wants to pay 
more, perhaps $15. (Actually a good many of our 


customers will wish to pay more than $15. The best 
and most profitable way of handling this situation wil! 
be dealt with subsequently. ) ore she may 
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Choose price levels to increase sales, 


says Edward: A. Filene 


Price Classes 











want or be obliged to economize. Under these condi- 
tions she pays less than $5. 

“The exact figures are important in operating our 
store; but in explaining the method, these arbitrary 
figures will serve to illustrate the point. Our aver- 
age customer pays in the main, therefore, three differ- 
ent prices for hats accordingly as she wants some- 
thing inexpensive, for everyday wear, or for best. 
She behaves similarly in respect to every class of 
goods, whether it is shoes at $5, $8 and $12, or cloth 
coats at $25, $40 and $60. 

“Our customers are not all of one income class, 
however. For our more prosperous customer a $15 
hat is for everyday wear, a $10 hat inexpensive, a 
$25 hat best. Our less prosperous customer considers 
a $10 hat expensive, a $5 hat for everyday wear, a 
$3 hat cheap. 

“Let us tabulate this to visualize the demand : 

Inexpensive Everyday Best 
Low-income customer $5 $10 
Average customer 10 15 
Higher-income customer ... 15 25 

“It is obvious that almost all of our customers buy 
at $10 at one time or another. While our average and 
low-income customers both at times buy at $5, there 
is no demand at that price from our higher-income 
customers. Similarly, there is only a partial demand 
at $15. While there is a demand at $3 and $25, the 
best is limited. ~ 

“Experience shows that $5, $10 and $15, in this 
case, are the points at which our full lines would be 
carried. It shows also that at $3 and $Z5 the de- 
mand is insufficient to warrant a full line. The ten- 
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EDWARD A. FILENE 


The Full Ticket 
of Modern 


Shoe Distribution 
1. CHEAPEST FULL-LINE PRICE—The low- 


est price at which any class of, goods can be pro- 
duced and sold, provided the goods are of such 
good quality that customers will buy them again 
and again. 

2. BEST-SELLING FULL-LINE PRICE—The 
intermediate price at which all of our customers 
buy at one time or another, at which most of 
our customers buy all of the time, and at which 
we, consequently, sell the most goods.. 


3. HIGHEST FULL-LINE PRICE—The high- 
est price at which their incomes will allow the 
great majority of our customers to buy. 


Fee YM 


dency of the customer will be to go for this type of 
merchandise to a cheaper or to a more exclusive store. 
We shall meet and profit by this tendency in our bargain 
basement and in our de luxe departments which will 

[TURN TO PAGE 64, PLEASE| 


















Rocer A. SELBY, president 


the National Boot and Shoe Manufacturers Asso- 
ciation, has announced details of plans for the Na- 
tional Seasonal Opening and Shoe Display Week to 
be held in New York City, Nov. 16 to 21, 1931, 
under the auspices of the Manufacturers Associa- 
tion. In his statement Mr. Selby says: 

“As previously announced, the National Boot and 
Shoe Manufacturers Association has agreed at the 
solicitation of a number of its members, to under- 
take the November Seasonal Opening and Shoe 
Display Week, largely because manufacturers have 
found January shows to be a serious hindrance to 
the placing of regular orders. Salesmen in the past, 
when they have been on the road in October, Novem- 
ber and December, have been told by the retailers 
that they would not buy until they had an oppor- 
tunity to see the various lines at the January shows. 

“It has also been found that January shows do 
not meet the requirements of seasonal openings to 
enable buyers to determine style trends early in the 
season, and in order to secure a more even produc- 
tion and reduce peaks and valleys in manufacture, 
the directors of the National Boot and Shoe Manu- 
facturers Association decided upon an undertaking 
earlier in the season. In view of Election Day 
coming early in November, and Thanksgiving Day 
late in November, it was believed that about the 
middle of November’ would be the best time for the 
opening. 

“While the National Seasonal Opening and Shoe 
Display Week will be conducted and managed by 
the National Boot and Shoe Manufacturers Asso- 
ciation, all shoe manufacturers, whether or not they 
are members of the Association, will be offered an 
opportunity to exhibit. It is contemplated, however, 
to assess an additional nominal fee to those who are 
not members of the Association. It seems only fair 
that those who do not contribute to the maintenance 
of the Manufacturers Association should pay an en- 
trance fee, in addition to the registration fees, as 
their contribution toward the unusual expenses of 
the show. Details of the plans will be forwarded to 
manufacturers. 

“At a recent meeting of the Board of Directors 
of the National Boot and Shoe Manufacturers Asso- 
ciation in New York, it was agreed to support the 







Manufacturers Set Show Dates 


Association to Stage National Seasonal 


Opening Shoe Display Week, November 16-21 


undertaking and to make reservations. In addition, 
there have been applications without solicitation, 
from even a larger number of members, which more 
than assures the success of the undertaking. 

“No meetings or assemblies will be held during the 
week to detract from the main purpose of the open- 
ing, which is to display shoes. On the first day, 
however, the Convention and business meeting of 
the Association will be held; and on Thursday eve- 
ning, Nov. 20, the Annual Banquet of the National 
Boot and Shoe Manufacturers Association will be 
held. Heretofore the Annual Banquet of the Manu- 
facturers Association has been held in January, but 
in order that the shoe manufacturers may entertain 
their customers while in New York during the Sea- 
sonal Opening and Shoe Display Week, it has been 
decided that the Annual Dinner shall be held on 
Thursday evening of the week, and shoe manufac- 
turers may invite their customers as guests to the 
Annual Dinner as usual. 


4d 
I: is believed that this 


meeting will be a stimulus for the industry, at the 
beginning of the spring season. Buyers may view 
the lines of all the manufacturers at one time and 
determine upon style trends earlier in the season 
than heretofore. It is believed that by having the 
opening in November, the economies effected and 
the increased impetus given to business by establish- 
ing style trends earlier in the season will more than 
justify the undertaking. I am confident that shoe 
manufacturers will fealize the desirability of the ar- 
rangements that have been made, and that manu- 
facturers and retailers alike will support the under- 
taking wholeheartedly. 

“It is the first opportunity that the manufacturers 
will have to conduct their own Seasonal Opening 
and Shoe Display Week at a time, place and under 
conditions considered most favorable. If the ven- 
ture proves successful, it is planned to hold not more 
than two such each year, one in the East, and one 
in the West, under the management and direction of 
the National Boot and Shoe Manufacturers Asso- 
ciation, and that ultimately other similar under- 
takings may be eliminated. It is a definite step 
forward.” 
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Fifth in a Series of Definite 
Style Suggestions for Spring 
and Summer by Madame Hamil- 


ton Jeffries, Fashion Editor of 
BOOT AND SHOE RECORDER 
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When She Wears 


Contrasts 


She Should Follow in Shoes the 

Major Color for Conservative 

Wear — or Accent Color for 
Smartness 


© nen heralded from coast 
to coast are here to stay. At Paris, Havana, and even 
at the winter playgrounds where sports enthusiasts 
gathered for their holidays, vivid contrasts held the 
fashion prominence. 

Light beige and dark brown, light green and choc- 
olate brown, a bit of white in everything and a sweep 
of color with black, but this DOES NOT mean that 
shoes will exploit the uses of daring contrast in trims 
or quarter details. Dark brown and beige . . . yes, 
black and white or any other two-color contrast that 
agrees, but to put vivid colorings on street footwear 
this season would be very dangerous for the retailer. 

True resort footwear exploits the vivid pastels and 
some fancy colored novelties on the white base, but 
these shoes should come under the heading of nov- 
elties and should be bought as such. 

The lighter shoe than the costume brings to our 
minds the importance of correct design. Shoe pat- 
terns that are very clever in solid brown or black 
sometimes take on very crude proportions when used 
for combinations. 

It is well to remember that when the base shoe is 
white or beige, the saddles, tips and throat lines 
should not contrast over a fourth of the pattern. 
When heavy tips and quarter lines are used as trims, 
the thickest part of the foot is highlighted and the 
observer gets a foreshortening that tends to confuse. 



































"Ebeeti to the Wool Institute, 


the shoe trade has definite charts as to precisely 
what patterns and colors will be sold in the coming 
spring. In both fancy worsteds and fancy woolens, 
there is a marked trend toward plain and small 
weaves. This is more noticeable in woolens than 
in worsteds, for a year ago a difference of a scant 
30 per cent existed between plain weaves and stripes 
in woolen suitings, whereas this year plain weaves 
lead by 65 per cent over stripes. 

In this same field, browns and tans are showing a 
growing popularity, leading grays by some 20 per 
cent. In worsteds, the three basic colors of gray, 
blue and brown, including tan, are moving along in 
practically the same ratio, with the edge on the grays. 
Blues are only 5 per cent behind grays, with the 
browns some 5 per cent behind the blues. These 
percentages hold true for all grades of clothing. 

A concise message of what this means to the shoe 
trade, as seen through the eyes of the Executive 
Secretary of the Wool Institute, Bart Murray, is 
given on the first editorial page of this week’s issue. 
There is a sharp shading of this message as in- 
terpreted by practical shoemen, however, for the 
Murray quotation is general in its import. 

Starting with the $3.00 retailers, it is doubtful if 
more than 5 per cent of men’s shoes will be tans 
for after-Easter selling, while men who pay $12.50 
and up will buy twelve times this number of brown 
spring shoes. 

All this resolves itself into the statement that the 
higher the retail price, the more demand for brown 
shoes. 

Men who buy popular priced shoes, that is, those 
shoes retailing from $3.00 to $6.00, are apparently 
passing up brown shoes in favor of sport shoes both 
for the after-Easter and summer seasons. Just now, 
factories in these grades, are only cutting from 10 
to 15 per cent of brown shoes. 

One factory production official in the popular 
priced field: sums the country-wide situation up in 
these words: “It is a difficult matterto follow the 
real trends. when there is no great movement. This 
is especially true of tans. Naturally sport shoes will 
practically eliminate tans this season. Whether the 
wearer of Sport shoes in summer will reveft to” tans 





Feature Men’s Brown Shoes 


By HARRY R. TERHUNE 


Field Editor, BOOT AND SHOE RECORDER 






in the fall is also problematical. The whole analysis 
proves a lack of confidence in tans for the remainder 
of the spring and summer season. By this we mean 
all-over tan shoes and not sport shoes and tan com- 
binations.” 

Against this, a sales manager of men’s shoes re- 
tailing at $8.50 and up places the blame for men 
not buying more brown shoes squarely on the shoul- 
ders of the shoe merchants. It is his contention that 
the wearers are much more interested than mer- 
chants realize. Solid window displays of new brown 
shoes would move many extra pairs. His records 
show more sales of brown shoes in the past month 
for after-Easter delivery than in the past year. This 
is saying a great deal, as this house is a consistent 
producer of brown shoes. There is no discounting 
the growing consumer demand for sport shoes for 
June, July and August selling, yet this concern feels 
that brown’ shoes will ‘be. the big bet for April and 
May, if properly featiuréd 2 + 


Au esi’ indicate more tailored 
shoes. A strong tendency for leather soles and heels 
is felt in all grades. This, in all probability, is due 
to the low current price of leather. Leather heels 
are even strong in the shoes retailing at $3.00, This, 
however, is only considered a flash, but the trend 
toward leather heels is noticeable in the $4.00, $5.00 
and $6.00 grades. Leather soles are practically 
unanimous, even on sport shoes. 

Narrow toes are being shown in many of the $4.00 

and $5.00 lines, but as yet are only being sparingly 
bought in the big cities on both Coasts. It is a 
debatable question as to just how soon the rest of 
the country will take up this development. 
' Some shoe buyers think they have a distinct edge 
on others in the same line of endeavor, through some 
particular buying practice. Marcus McWeeney, shoe 
buyer for the Kennedy Clothing Co., Boston, for 
example, has a pet trick of synchronizing leather 
and suiting materials. As soon as next season’s suit- 
ing materials are decided upon, McWeeney and his 
boss, William Kennedy, go over the leather and cloth 
swatches. 

Knowing precisely what shades and weights »f 
clothing the Kennedy customers will buy, as well s 
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Early—Sell Extra Spring Pairs 


a & 


Men’s shoe business can 
be increased, declares Bart 
Murray of the Wool Insti- 
tute, if merchants watch 
carefully the trends in 
suitings and accessories 
and build promotion plans 
accordingly. Read Mr. 
Murray's recommendation 
to shoe merchants this 


season on page 33 of this 
issue of the RECORDER. 


vv 


having a fairly accurate forecast of the proportions 
in each price class, is the edge a shoe buyer in a 
clothing store has over the shoe buyer who does not 
avail himself of these highly important factors, Mc- 


Weeney believes. He says: 

“There is today a constant change going on in 
popular tastes and consumer demand, so that the 
shoe buyer who does have this information stands a 
much better chance of serving his public. Everyone 
knows of such changes, but very few men’s shoe 
buyers watch these tendencies as does the women’s 
shoe buyer.” 

Maintaining that color affects a man’s mood and 
morale, the fashion. committee of the New York Cus- 
tom Cutters Club has recommended brighter shades 
for men’s clothes this Spring, and in reporting this 
fact the New York Times said a few days ago: 

“The recent rise in the stock market has already 
brought a Spring freshet of orders to tailors. Busi- 
ness men evidently want to welcome the return of 
prosperity dressed in a 1931 model. If they follow 
the new mode, the welcoming outfit will be gay in 
color—‘no more sackcloth and ashes.’ There will be 
plaids and checks, figured and patterned materials; 
and green—the growing color—will be the ‘favorite 
occasional color.’ 

“ “High colors,’ which have been the monopoly of 
women, will be favored by the fashionable man. While 
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ANALYSES OF ORDERS fr 
MENSWEAR FANCY WORSTED. SUITINGS 
BY PERCENTAGES 
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Here’s the type of 
brown oxford that is 
coming strongly into 
the style picture in 
men’s high grade 
shoes as result 
of the season’s 
trend in suitings 


The trend 

toward narrower 

toes, in evidence 

for several seasons in 

the higher priced grades, 

is decidedly noticeable in 
popular price shoes this year. 


the time has not yet come, alas, when he can wear a 
becoming purple suit with a neat mustard waistcoat 
for business, he can welcome the approach of better 
times by donning for sports a cashmere jacket in high 
colors—green, garnet or light tan. 

“Dress reformers in England continue to advance 
even more radical ideas. Colorful wear, especially 
for evening, is approved. But one London writer 
warns any gentleman who attends the Dress Reform 
Ball in a stunning magenta-and-pink toga to select his 
partners with care. No lady in a bright orange gown 
would dare accept his invitation to dance.” 
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“Prosperity is nothing more than passing 


of goods from one person to another.” 
—Henry Ford 


WHAT the business 
world needs is a 
goad or prod—just 
as the mahout uses 
in India to acceler- 
i ate the speed of the 
elephant. Jab the 
spur into the tough old hide of this 
ponderous lump so that it lifts itself 
out of its slump. 

We must develop a capacity for 
free action—that initiative that 
comes when a man feels that he has 
a process or a practice that leads to 
a profit—providing he puts back of 
it the enthusiasm of accomplishment. 
We must urge, instigate, drive and 
arouse to action the desires of busi- 
ness men for goods and _ services 
that lead to these six simple words: 
“The purpose of business is profit.” 

We have reached the time when 
customers with cash are more im- 
portant than goods on the shelf, more 
important than machines on the floor, 
more important than factories in 
motion, more important than prod- 
ucts in fields, mines and storage. 

If it were possible to think of the 
shoe industry as a one-man managed 
business, with one hundred twenty 
million customers going to one store 
for a diversity of useful and pleas- 
ureable articles termed broadly “foot- 
wear’—would that one man tolerate 
for a moment a situation in which 
for all his efforts, for all his costs 
in materials, manufacture and mer- 
chandising, the net result would be 
no profit to himself ? 

And yet here we stand—one indus- 
try, unique in “oneness” of purpose 
—all muddled up because we can’t 
see the No. 1 thing in business life, 
expressed in these six short, sweet 
words—“The purpose of business is 
profit.” An indisputable fact smoth- 
ered by a thousand and one details 
—ten thousand confusions. worse 
confounding—ten thousand hunches 
and. guesses—ten thousand ways of 
running a store, keeping a system, 


Wanted— 
Customers 
with Cash 





keeping accounts; and ten thousand 
ways of buying and selling—waste— 


vigor given over to whims—while . 


the No. 1 job of all business is to 
operate simply—select orderly and 
sell serviceably to the one end— 
“The purpose of business is profit.” 


Poor in THERE has got to be 
Spirit a revitalization of the 
spirit: of industry and 
- we are speaking spe- 
cifically of the spirit of 
the shoe industry. It is a notorious 
fact that even when times are good, 
the shoe industry talks “poor mouth” 
but when times are different and 
difficult, no craft seems to rust into 
the mental cellar so quickly. 

There is a spirit of Spring in the 
air. It, at least, is an expression of 
Nature’s eternal hope. Something of 
that spirit can be caught by mortals 
and we believe that it is possible to 
do so in this Spring. 

May we quote from two letters, 
from men who serve in an advisory 
editorial capacity? The first is from 
O. H. Starner of Carlisle, Pa.; 

“Seemingly, the retail merchant is 
thinking only of price. They cer- 
tainly are delivering merchandise to 
the consumer at a price which is 
ruining the tanner, the shoe manu- 
facturer, and themselves. 

The whole craft is unfortunately 
in a very critical condition. 


Unfortunately, the shoe industry 
has always been ‘Poor in Spirit.’ 

The consumer receives more value 
for their money, in style, fit and ser- 
vice than in any other article of 
wearing apparel which they pur- 
chase. 

We seem to have lost sight of the 
fact that the ‘Laborer is worthy of 
his hire.’ 

Too many in the shoe industry 
today are literally giving their time, 
their money, and in some cases their 
lives, in order to furnish shoes to 
the consumer at a loss. 

I am firmly convinced that this 
not only should not continue, but 
that it will not continue and that 
in the near future adjustments 
will occur which will put the in- 
dustry on a sensible profitable 
basis.” 

After reading this, do you agree 
with us that obviously no industry 
can make money unless money is 
taken in at the place of final sale— 
the retail shoe store? That is the 
outlet for all shoes. That is the point 
of vital importance. At that point 
a profit must be made—a profit in 
cash, for a profit in prestige is not 
alone enough. 

And now let us hear from Alfred 
J. Ruby, of Chicago: 


“Shoes are not sold any more. If 
you don’t believe it, come to this town. 
I saw an order placed for 17,000 pairs 
of snakeskin shoes at $4.70 per pair, 
on which the manufacturer made noth- 
ing. The man who supplied the snake- 
skins made nothing. The man buying 
them is going to sell them for $5.50, 
and he is going to get two loads of 
nothing. Now, another man _ bought 
them in a smaller quantity and paid 
$5.50 for them. He is going to sell them 
for $8.50, and, strange to relate, he too 
will get nothing—since it cost 32 per 
cent to retail without the refuse of left- 
overs, odds and ends, complaints, etc. 

“Are we going to reach the point 
brought out by one of our biggest re- 
tailers last week when he said: ‘We 
still have enough money to carry us 
through 1931. If we don’t show a profit 
by then, me for the scrap heap.’ Is this 
to continue to be the mental attitude 
of most shoe retailers?” 


We leave you to draw your own 
conclusions. We believe the time has 
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on. 
—Will this help business? 


into a seller’s market. 





come to face facts and not to con- 
tinue to follow rose petal theories. 
Volume alone is not the answer. 
Build your business on a profit—let 
its volume take care of itself for in 
this industry of ours there is more 
to the sale of a shoe than just the 
exchange of a finished commodity 


for dollars. There goes into the sale ° 


of each pair of shoes a priceless in- 
gredient, a service, a selection and 
fitting and the continued health in- 
terest is something that should be 
capitalized so that as an industry, 
our purpose should be—profits. 


No Conflict | MAY we be for- 
given for having 


with Doctors dhe 
even intimated 


» that there is a 
conflict between 
medical prescription service in foot- 
wear and practical shoe fitting ex- 
perience? We have no controversy 
with the medical fraternity. We be- 
lieve that it is making progress in 
the betterment of human health and 
in particular—foot health. 
We believe that time itself is cor- 


Boot AND SHOE RECORDER 


ASK ME ANOTHER 


—What is the inventory situation at the present time? 

—Generally speaking, inventories are the lowest since the war. 
—Won’t replacement buying soon be felt? 

—We will begin to feel the effects of replacement buying from now 


—A five per cent increase in the rate of consumption will probably 
start a stampede of replacement and transform this buyer’s market 


> rT ta analy 


President. 





recting human ailments. We know 
that 1930 was a record health year. 
It had no widespread outbreaks and 
contagious or infectious diseases. 

We believe that foot health made 
progress through the medical fra- 
ternity, the chiropodists, the podi- 
atrists and the professional branches 
of foot care. Foot progress is noted 
the world over. We do not go quite 
as far as they do in Russia in per- 
mitting a chief surgeon for a group 
of six Soviet hospitals to perform 
over 600 major operations, to dis- 
cover that he was a shoemaker by 
trade instead of a surgeon. Maybe 
he ignored the almost international 
code of ethics—‘shoemakers, stick 
to your last’—for Ivan Kolesnikov 
was sentenced to six years imprison- 
ment for stepping out of his trade. 

What we do believe is that the 
doctor has much to learn from the 
practical shoe man. Hundreds of 
cases of correction of shoes and 
posture by shoe men have been re- 
corded this last year, as being in 
themselves practical cures instead of 
professional. 
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Learn to take the doctors of your 
community into your confidence. 
Tell them the features of your shoes 
that serve to correct some of the 
fifty-seven ailments discovered by 
Stephen J. Brouwer to be body 
troubles above the hips, having a 
direct relationship to the wrong 
shoes and the wrong posture. There 
is more of the professional coming 
into good shoe service together with 
more of the practical and we look 
for 1931 to show greater shoe store 
progress because of this practical- 
professional slant gained through 
closer harmony of the medical and 
footwear professions. 


HENRY FORD 

says: “I don't 

read business 

> books because by 

the time they are 

bound in heavy covers, the ideas 

have solidified. I read the current, 

going living messages of business 

when they are in their useful stage, 
not the historical.” 

But for all that, it is not a pleas- 
ant thing to note in an industry the 
increasing hazard of hunches, due to 
the fact that people would rather 
take their own experience, their own 
particular little path to the progress 
and profits that they hope to get. 
It is entirely wrong, because within 
books are stored the practical experi- 
ences of very successful people, many 
of whom are so far in advance of 
the ordinary run of the mine of 
business experience that what they 
say may prove to be tremendously 
valuable. 

We are, in this issue of the Boor 
AND SHOE REcorDeER, giving a few 
highlights from a book by E. A. 
Filene. They have a particular bear- 
ing on the new classification of shoes. 
This we do know: current, going, 
living messages of business have a 
place weekly in the Boor anv SHOE 
RECORDER. 

We endeavor to present the living, 
vibrant, story of running business 
for adults to read for profit. 


Business and 
Books 





“Don’t fall again into the perils of mass 
mania, the delusion that the sole purpose 
of business is ‘busy-ness.’ Quantity opera- 
tions, whether in output or distribution, are 
by no means an invariable assurance of quan- 
tity profits. The latter are indeed elusive 
unless that fateful margin between income 
and outgo is thoroughly sustained and re- 
spected (not merely suspected). The dino- 
saur was a first-class example of mass pro- 
duction. But he and his kind have all been 
quite dead for several million years because 
too much of their ‘mass’ was below their 
ears.”—Dr. Julius Klein. 


Ge of your outstanding shoe 
merchants in New Jersey told me he has never felt 
that he is directly competing with chains, because 
he caters to a medium grade and quality shoe busi- 
ness. In discussing his business and his policy, he 
said, “Our women’s shoes are retailed for $10.00 to 
$16.50, our men’s shoes from $7.00 to $14.00, and 
our children’s shoes in their relative grades. Our 
volume in both men’s and women’s is around the 
$10.00 price. We know of no chains selling shoes 
in our grades and we do not fear that any chains 
will develop in our grades for the following reasons: 

“The investment per store, stock, fixtures, and 
book accounts would be too high. Any chain could 
operate at least five stores for the same amount 
which we have invested in our one big store. It 
would be much more difficult for chains to staff their 
stores properly if they sold better merchandise. Our 
charge sales amount to about 45 per cent of our 
total sales, and trade purchasing better merchandise 


Mass 


ala « 


R. ZIMMERMAN’S address on chain store merchan- 

dising and. its effect on the independent shoe mer- 
chant, delivered at the convention of the Middle Atlantic 
Shoe Retailers Association, created a profound impression 
upon those who heard him. His recent article in the 
Recorder entitled “The Independent Fights Back” has 
caused much comment. In this article he continues his 
discussion of the individual merchant and the chains. 


demand that service, and clerks and entire person- 
nel must be of higher calibre than the chains now 
provide. When we buy our shoes, we keep in mind 
our trade, their needs and tastes, and we try to 
build merchandise that is exclusive and different 
from what the chains offer. The fact that certain 
chains in our community feature and sell certain 
style shoes is just the reason that we do not sell 
them. Of course, chains can and will copy styles 
and can make theirs look like any better grade, and 
we admit that many of our customers have been 
induced to buy chain shoes. But, in almost every 
case we have found them coming back and frankly 
telling us that they thought they were saving, but 
they found that they could not wear them and ‘never 
again’ for them. 

“In other words, our experience has shown that 
any person accustomed to wearing good shoes for 
any length of time can not get the same amount of 
comfort, fit and service from cheap shoes, and can 
certainly tell the difference. It may not be true of 
other lines, such as dresses, millinery, underwear, 
etc., but it is certainly true of shoes. We purchase 
from a minimum number of factories, thereby mak- 
ing our business valuable enough to them for them 
to cater and give us everything possible in the way 
of deliveries, discounts, and the right prices. We 
have only two sales a year, July and January, at 
which time we clean house and dispose of odds and 
ends. Our merchandise is marked at what we con- 
sider a reasonable markup, permitting us to adjust 
complaints in a liberal way.” 

A Scranton, Pa., footwear merchant, discussing 
the reason for his success and why chain stores have 
so far not caused him any uneasiness, said that there 
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vs. Mind in Merchandising 


By M. M. ZIMMERMAN 


never has been a time when people could not get 
good shoes reasonably priced in his store, so that 
the chain stores did not add a great deal to the shoe 
business of his town in the way of quality or ser- 
vice. “Of course, they did add additional styles,” 
he said, “but this only complicated the situation and 
made the shopper travel farther to see it all. 
if a woman can’t buy from forty styles, she can’t 
buy from eighty. As between price and quality, we 
feel that we feature quality, since we have shoes at 


all prices from the lower priced basement shoes to 
the top grades—and after all, we have found from 
being in business for over forty years, that confidence 
engendered by years of service, will always merit the 


esteem and patronage of the public. There is no 
magic formula to meet the situation, but hard work 
and strict attention to business bring rewards com- 
mensurate with the effort.” 

A very successful merchant in San Angelo, Tex., 
sent me the five rules he has followed and he guaran- 
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Truly, ° 


tees that any merchant, if he adheres to them, can 
meet with equal success even if he is surrounded 
by chain competitors. They are as follows: (1) Con- 
centrate on purchases with as few houses as possible. 
(2) Give personal service. (3) Watch your own 
business and not what your competitor is doing. 
(4) Be clean and above board in all your advertising 
and tell nothing but the truth. (5) Do not over- 
charge on merchandise, get a fair mark-up and good 
turnover. ; 

A Chicago merchant sent me the following rules 
he lives up to, which have also spelled great success 
for him: 


ad F; 

irst, let me say that the 
live progressive independent retailer has even greater 
opportunities than ever before for success—as 
the chain stores have given him a mark in man- 
agement, store arrangement, and in merchandising, 
to shoot at, that is higher than ever before. If the 
merchant is on his toes he can pass this mark in every 
respect because of his individuality—which is surely 
lacking in chain stores. 

“Second, as an independent retailer, I have made 
a study of store management and as a result have 
placed my store on a modern and efficient budget of 
operation so that at all times I am in touch with 
every department of the store and know how it is 
progressing, and am obtaining the maximum of every 
dollar invested. 

“Third, I have arranged my store to present as 
much merchandise to the public as is possible. In 
other words, I use the slogan “The more you show 
the more you sell!” as my guide. My store has been 
made as attractive as my finances would permit, there- 
by inviting my customers to return. 

“Fourth, in merchandising the store, I have made 
an intensive study of the requirements of my clientele, 
to present them merchandise that I know they will 
like, thus helping the ‘turnover.’ I can brag a little 
in saying that I have succeeded so well in this, that 
I have hardly any merchandise that would be called 
unsalable. I have one of the leading chain stores 
within a half block of me—and have never felt its 
competition, which is purely a matter of price, mainly 
because I always am a step ahead of them.” 

[TURN TO PAGE 68, PLEASE] 
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ee Springtime 


\ Plan Mailing Pieces, Cards, Folders 
and Newspaper Ads to Get Attention 


from Prospective Customers 





























Four points, aside from interesting 
copy, Should be considered in planning spring mailing pieces : 
Maximum of effectiveness in layout and display, printing 
qualities for various results, convenience in mailing and 
economy in production. 

Always choose good paper for advertising folders and 
mailing pieces. The difference in cost between effective 
paper and cheap stock is really a small item in comparison 
with what it means in attention value. Colored papers and 
colored inks can be effectively combined. If your printer 
knows his business, he can give competent advice. 

Layouts should be carefully studied and if the job is a 
pretentious one it will pay to engage the services of a lay- 
out man. Often a man from the advertising department 
of one of the newspapers, a free lance advertising man or an 
agency copy and layout man can be employed to assist at a 
reasonable figure. A careless job gets careless attention, 
and as a person can be effectively yet inexpensively dressed, 
so can a mailing piece. 

One of the most effective forms of direct mail advertising 
is a well-written letter with a neat folder inclosed. The let- 
ter should have the salutation filled in to match perfectly the 
body of the letter. A letter that tries to be personal, yet 
shows it isn’t, is almost certain to fail of its object. 

The sketches on this page and at the top of the following 
page show several practical yet inexpensive types of direct 
mail material that can be used in the spring promotional cam- 
paign. In printing them it’s a good idea to have enough extra 
run off to use for package inclosures. 

The ideal way to handle direct mail advertising is to have 
your mailing list so classified that you can use specific mes- 
sages to those who should be interested. This not only saves 
production and mailing expense but gets better results. 

In considering the spring newspaper campaign, it is well to 
bear in mind that smaller ads with a real message frequently 
used, are better than larger ads appearing once in a while. 
These small space ads will not get “lost” if layouts are com- 
pelling. They will pull, if they are timely, informative and 
written with the interest and viewpoint of the customer in 
mind. 

The average good independent shoe store has five general 
points of interest that should be the basis of planning the 

[TURN TO PAGE 64, PLEASE] 
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How to Use the Mail 
to Sell Spring Shoes 


Figure 1—Here’s a folder that can be developed from 
your latest newspaper ads and cover a number of subjects 
at small cost. Newspaper ads are run in uniform size, 
say 2 columns 6 inches. Reprints are made on coated 
paper. Several of these are slipped into the “pocket” of 
the folder made of fairly heavy paper (cover stock) in 
an attractive color, such as light green. These covers are 
printed flat, then folded, and the “pocket” made by 
stapling the edges of the short fold. For mailing, use a 
5% x 8% inch pennysaver envelope (with the loose end). 
This is a standard stock size by at least one paper house, 
in white or cream. 


Figure 2—Illustrated letters are effective when you wish 
to vary the letter or call particular attention to some 
special feature of interest to the reader. It is especially 
useful for “health shoes” whose styles are standard in 
your stock; or men’s or children’s shoes whose styles 
hold good for a season. A and B are printed on the in- 
side pages, C combines the illustrations and the letter on 
one page. These are standard letter head size pages. 


Figure 3—Here are four mailing cards, each 4% x 7% 
inches, printed at one time, and then cut apart for mail- 
ing. They are printed on colored “cover stock” heavy 
enough for mailing. The mailing permit is printed in 
the proper corner, on the reverse side. If variety in 
color is desired, the cards would need to be printed 
separately. 


Figure 4—This 4 page folder is printed on one side, 
and folded as illustrated. The original size is 13 in. x 
10 in. When folded, each page is 6% in. x 5 in. If 
more space is desired, the reverse side can be printed also. 
Notice the position of the front page in the layout. 


Figure 5—A simple folder that can be extended to 
include several pages, each page 4 in. x 9 in., to fit a 
business size envelope—or 3% in. x 6% in. to fit a stand- 
ard 334 in. x 634 in. envelope if a smaller but effective 
page size is desired for your folder. This is a style of 
folder specially suited to enclose with a letter. 


Boot AND SHOE RECORDER 
combining THs SHop RETAILER, March 7, 1931 





J 














~~ 
FIG. 5 


Mail and Newspaper Tie-Up 


Letter for Style Week 
Dear Madam: 

You are cordially invited to visit our store during 
STYLE WEEK. (Mention dates.) 

There are correct styles for every costume this spring: 
“Dressy” tailored styles for street wear; active and spec- 
tator sports models; very feminine afternoon shoes; ex- 
quisite slippers for evening. 

But seeing them is much more interesting and infor- 
mative than reading about them—and it will be such a 
help in planning your spring wardrobe to know all about 
the new shoe styles, that we urge you to be sure to stop in 
during STYLE WEEK. 











Yours very truly, 
(Store name) 


Copy for Newspaper Ad 


Every woman who is interested in the smartness of her 
appearance is cordially invited to attend this informal 
showing of chic new shoes whose materials, colors and 
designs are in full accord with the new apparel fashions 
of spring—the final touch of smartness in every ensemble 
of the new season. 





Style 
Week 


AN INFORMAL 
SHOWING OF 
NEW SPRING 
= FOOTWEAR + 





























STORE NAME 











Consider the. 


What is his NORMAL volume of 


business ? 


How should he budget EXPENSES to 
show the right PROFIT ? 


By MURRAY C. FRENCH 


dine Smith, poor fellow, 


is just an average shoe man doing an average business 
in an average way. His last three statements show 


something like this: 

Profit 
47% 
2% 
0% 

P) 


Sales 


75,000 
70,000 
> 


Year 


ing away. How much business will he do in 1931, 
and at how much profit? But particularly, what 
changes should he make now to insure himself that 
profit? That is his problem. 

So we, sage investigators that we are, begin thus: 
“Brother John, what are your annual sales ?” 

“Normally,” Brother John replies, “normally I do 
$80,000, but . . .” “Ah!” we interrupt, seeing a 
chance to instruct the brother. “In 1931 your first 
duty is to forget that word normal. 

“What is nogmal? There is no such thing. And 
even if there were, what of it? Today's volume is 
what counts. John Smith, you made no profit in 1930 
primarily because you couldn’t get it out of your head 
that $80,000 was your normal volume.” 

It’s the Great American Habit, we remind him, to 
compare every year with out biggest year. Although 
we know that big year was above “normal,” we like 
to puff our pride by refusing to believe that fact. We 
call that normal and all other years subnormal. We 
are all natural born braggarts—even to ourselves., 

With what result? Not all stores, but too many, 
staged in 1930 a terriffic battle to keep volume up to 
“normal.” And the field was strewn with casualties, 
which included : 

1. Huge advertising. 
2. Enormous markdowns. 
.3. Miserably low margins. 





ase of Shoe 


4. Excessive returns. 

5. Impairment of store morale. 
6. Undermining of store prestige. 
7. Vanishing profit. 

And so we pounce on John Smith with righteous 
indignation. “John Smith, you’re a $70,000 merchant 
now. Be sensible, man! Is it a disgrace for a once- 
was-an-$80,000 volume to pull in its horns so it is a 
now-at-a-profit $70,000 business? That $80,000 
notion is nothing but a burden . . . now.” 

(Of course we, the committee, never intimate to 
John Smith that we, too, did the same things for 
which we now upbraid him.) 

“You have often been truthfully told,” we pro- 
ceed, “that the top 10 per cent of your volume pro- 
duces all the profit. Equally true it is that the top 10 
per cent produces all the loss, if that extra volume is 
secured at a disastrous sacrifice of expense and 
markup. 

“There is no earthly reason why you should not 
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make a nice clean profit in 1931, John Smith. Your 
problem is indeed very simple.” 

“Ah, gentlemen,” cries John Smith, the average 
shoe man, in grateful appreciation, “how can I thank 
you enough! Come, now, tell me just what I must 
do. I am all ears.” ' 


Md Ti : i 
is easily explained. 
You must adjust your expenses, your markup, your 
accounts payable, your accounts receivable and your 


stock to a $70,000 basis. You did $70,000 last year. 
You must plan on no more than $70,000 this year. 
You can do $70,000 naturally, easily, without forcing. 
Consequently at a profit. 

“We care not what your expenses may be, nor 
your markup. Some stores make money with a 35 
per cent expense account, some lose money on a 25 
per cent. The secret is simple. Whatever your ex- 
pense is, make sure your markup is 5 per cent higher 
—your net markup. 

“But mark our words, John Smith, the height of 
foolishness is to continue on your old expense, mark- 
up and stock basis, if that basis compels an increase 
over your 1930 volume to break even. The risk is too 
great. 

“Last year’s battle cry was: Fight to maintain a 
volume in proper relation to existing store conditions. 

This year’s keynote is: Fight to adjust store con- 
ditions to a proper relation to existing volume. 

“Profit, my man, has replaced volume as the yard- 
stick of success.” 

To which all of us nod our heads in approval. 
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Make 


Your 
1930 
$ TORE 
CONDITIONS 


Expenses 
Fit 
Your 


Income 


(Little does John Smith suspect our inmost 
thoughts, since he has only average intelligence. ) 

Secretly each of us, John Smith’s advisors, is 
chuckling to himself: “Of course, that advice is ex- 
actly what John Smith needs. He is only an average 
shoe man. But me! Say, I’ve always been known 
as the town’s live wire! Nobody can point his finger 
at me and sneer, ‘Piker!’ I’ll show these boobs! 
Profit or no profit, I’m going to keep my volume up! 
I think—yes, I’m practically sure I can hold out 
another year without a profit—till times pick up.” 

John Smith appreciating our double E sagacity, 
inquires : “When do you think business will pick up?” 

And gets our haughty answer, “What difference 
does that make? Haven’t we just explained how we 
can make a profit even when business is bad? It’s 
merely a matter of adjusting your conditions to ex- 
isting volume.” 

“T know you're right,” John Smith replies, his face 
clouding up. “I know it. But my experience is that 
adjusting conditions to a decreasing sales volume is 
the most difficult job in retail merchandising.” 

“The most difficult, at the same time the most im- 
perative,” we agree. “And now, since we’ have told 
you what to do, we shall also tell you how to do it.” 

“You are so good to me!” coos John Smith. 

“First, you the boss, must arrange the expenses and 
the markup so there is a profit-gap between them. 
Until you do this, no other factors can possibly pro- 
duce a profit. 

“No matter how zealous and capable your salesmen, 
how magnetic your windows, how convincing your 
advertising, how preeminent your prestige, there is 

[TURN TO PAGE 72, PLEASE] 








































Merchants Asked to Give Figures 


N. S. R. A. Educational Service to Analyze 


Fins flash reports coming from 
the National Shoe Retailers Association Educational 
Service relative to the inventory analysis indicate 
that some 88 per cent of the reporting stores did 
not make a gain in volume during 1930, a disclosure 
by no means surprising in view of the conditions 
prevailing in business last year. 

A large number of analysis blanks have been sent 
out by the association. It is urged on everyone to 
fill in his figures and return the form at once. If 
those who have not received the blanks will write 
to the N. S. R. A. headquarters, 8 South Michigan 
Avenue, Chicago, they will receive them at once. 
Shoe merchants who cooperate receive a detailed two 
page personal analysis of their own figures. There 
is no charge or obligation, for this work, as the 
N. S. R. A. considers it a part of its service to the 
industry. 

As Manager James H. Stone puts it: “This ser- 
vice by our association is maintained for retailers, 
whether members of the association or not, because 
of our desire to serve them without any obligation 
on their part for doing so, and in order that we may 


Statistics on Retail Shoe Store Operation 


be as helpful as possible in assisting merchants in a 
competent, confidential, constructive manner. ‘Guess- 
work’ must give way to known facts. Knowing how 
will be the measuring stick to apply to business for 
1931. An analysis of your figures for this year and 
a comparison of them with 1929 will provide one of 


the best means of starting right. Hundreds of mer- 
chants during the past three years have informed us 
that our personal and confidential analysis of their 
figures have been of inestimable value in helping to 
cut down their overhead, reduce stocks and conserve 
profits.” 

Obviously the more merchants who send in their 
figures, the better the picture of the retail shoe con- 
ditions for 1930 will be presented. When the figures 
are all collected, they will be compiled in a booklet 
which will give the authentic and complete expense 
and profit figures for stores in separate classifications. 
These booklets will be sent free only to those mer- 
chants submitting their figures for comparison. 

The minute a merchant’s statement is received at 
headquarters, his name is removed and a number sub- 
stituted. Thus the sender’s name is never revealed. 








Me. 
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EXPENSE ANALYSIS: 
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What sole beside DAREX offers these 
10 Advantages 


1 Made of Latex bonded felted 
fibres — combining all the ad- 
vantages of leather and rubber 
with none of their disadvan- 
tages. 

Insulating — cool in summer, 
warm in winter. 


Waterproof — unaffected by 
salt or fresh water. 


Smooth-surfaced yet slip-proof 
— holds firmly on any surface, 
wet or dry. 


5 Won't mark any surface. 


6 As pliable as the softest slipper, 
yet firm enough to protect the 
foot. 


7 Long wearing. 
8 Resilient — decreases fatigue. 


9 Will not warp or spread. Nor 
will they become brittle or de- 
teriorate with age or exposure. 


10 Smart suede finish. 


DEWEY ano ALMY CHEMICAL COMPANY 


CAMBRIDGE, MASSACHUSETTS 
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SHOES WORTHY OF THE SETTING! 








Above is a photograph of a 
“HU-MAN-IC ARCH” window 
display in one of America’s leading 
high-grade stores, The Lasalle & 
Koch Company, Toledo, Ohio. 
Many stores of this type are finding 
that there is a place in their store for 
men’s quality shoes to retail at five 
and six dollars, and many dealers 
with these grades already established 
find that “HU-MAN-ICS” develop 
a larger business, make more satis- 
fied customers and yield a better 
turnover and profit. 





‘“"HU-MAN-IC” shoes are available 
in a complete line of styles, patterns 
and leathers representing those basic 
shoes that are the backbone of your 
men’s business. They are carried in 
stock from AAA to EEEE and in 
sizes four to fifteen. Exclusive dis- 
tribution may still be available in 
your City, so write now for catalog 
and our program of merchandising 
and publicity assistance. 


There is still ample time to start “HU-MAN-ICS” for your Easter 
trade because they are actually on the floor ready to promote turn- 
over for you three hundred and sixty-five days in the year. 





UNITED SHOE MANUFACTURING CO. - - - ST.LOUIS, MO. 
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ne © witliasis ©), CQolor Cwtvead bf, : ee ee ; 


(Goais |) Waar Chart mi Lf. aris Openings) 


This quotation concerns costumes, but it holds 


equally true of shoes. That’s why they trim: 


Niaiiis SSvseinis Ne. 172 


with Ormond, No. 800, or white 


Grotto Bhs, (No. 13CO 


with Patou Beige, No. 960, grey or white 


(or, as a high fashion, with Turkey Red, No. 1225N, 


and white, to carry out the popular tri-color theme.) 


Pesci Mbaixe No. 960 | 


with Suanee Brown, No. 172 or black 


(or, as a high fashion with black and white, to make a 


thoroughly smart and very practical three-color shoe.) 


aoa 
Lh e Mew Crstle oe al thes 2, re. 


Samples by request to Room 1702 - 100 old Street, (New York 
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What’s What in Hosiery 


Greater Price Stability Indicates 


General Improvement; Style Touches 


Add New Impetus to Selling: Neutral 


ew of definite 
improvement in the ho- 
siery trade are at hand. A 
quick pick-up in business 
is not to be expected, and 
while at least two instances 
of price advances of from . 
25 to 50 cents a dozen pairs on women’s all silk, full- 
fashioned hose are reported, there is nothing to indi- 
cate a general market advance in the near future. 
However, the fact that these advances have bzen 
made and that further downward price revisions ap- 
parently have been checked, is highly significant. On 
the whole, so far as price is concerned, the entire 
market appears to be on a more stable basis than at 
any time in the past year. 

Dull hosiery, particularly grenadines, high-twist 
trams and organzines still hold the center of the stage 
in both the primary and retail markets. More and 
more the dull hosiery is replacing the old plain trams, 
in all except the cheapest price divisions. With a 
wider acceptance of organzine and high-twist tram, 
regular prices on dull hosiery have been reduced, since 
the processing of these yarns is less expensive than 
that of grenadine. There no longer is any question 
about the future of the dull hose made of twisted 
yarns. Such hosiery is here to stay for a long period, 
at least. Further impetus is given dull hose by the 
continuance in popularity of rough finished fabrics— 
particularly the new woolens. 

The influence of the texture as well as the color of 
fabrics on hosiery is again demonstrated by a return 
to high fashion of mesh stockings. The widespread 
use of lace and filmy fabrics is largely responsible for 
an increased demand for lacy nets and meshes. Again, 
in the openwork shoe and the rough spongy sports 
fabrics of cotton or wool, we find a fashion basis for 
fine meshes of the needle-point variety. In this con- 
nection it is interesting to note the rather rapid de- 
velopment of cotton or lisle meshes as a new fashion 
note for summer sports wear. While importers are 
supplying some of these American manufacturers are 
now offering them in increasing quantities and in bet- 
ter qualities. 

» Another effect that garment fashions have had on 





Beiges Seen as Big Volume Sellers for 


Spring and Summer; Mesh Stockings 


a Big Feature in New Fashion Scheme 


hosiery is the more general 
adoption of lace designs in 
welts. This isattributable to 
the more feminine touches 
that are noted on all wom- 
en’s garments. When such 
things as nose-veils find 
popular favor on new spring millinery it is not sur- 
prising to find the addition of such a feminine touch 
as a lace welt giving added interest to the stocking, 
from the consumer standpoint. It is the addition of 
such fashion touches as these that will bring the ho- 
siery business back to a more normal basis. 


A\tong with lighter offerings 
of distress stocks and irregulars, there has been a 
diminution of low priced sales. Plenty of hosiery at 
$1 a pair and even lower is being offered in retail 
shops, but more and more of it is regular, and not 
distress merchandise. Women, in the experience of 
many merchants no longer rise to the bait of merely 
low prices. Better wearing quality is being demanded, 
and some merchants are attacking this problem by go- 
ing into heavier weights. One of the best known 
Chicago department stores recently changed its speci- 
fications for a standard stocking of which it sells a 
large quantity, from a 7 to an 8 thread construction. 
More service and semi-service weights are being sol 
now than was the case a year ago. 

As the spring season approaches the color trend 
becomes more definite. At present and for some time 
to come neutral gray beiges may be expected to sup- 
ply the bulk of volume business. This is due largely 
to the strength of blue as a costume color. Dark 
tones, particularly in the more expensive lines con- 
tinue to hold up well and probably will hold their 
present standing for another month or more. Light 
beiges of the pinky and rosy casts are being exploit«d 
by some of the ingrain houses for the summer season. 
With the multiplicity of color in costume, and some 
evidence of strong vibrant colors gaining favor later 
in the season, the neutral casts in hosiery look like 
safe bets. 

Discussion on the possibilities of white hosiery con- 
tinues. The showing of white hose with white cos- 
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Mesh hose are springing into new popularity. At the left is a new lisle mesh 

with lace roses in the hem, imported by Alex Lee Wallau. In the center is a 

popular vertical mesh number in silk for dressy street, afternoon or evening 

wear from Clarke W. Tobin. At the right is an American made petit-point 

mesh in durene (cotton), particularly good for sportswear with the new rough 
woolens and cottons. Also from Clarke W. Tobin. 


» 


tumes in one of the Paris openings has strengthened 
the position of white hosiery as a high fashion note. 
At least one New York store is showing sheer white 
silk hose as the proper accessory for the white lace 
dancing frock. Best opinion, however, still leans 
toward off-white as.the proper and popular hose to 
wear with the white costume and the white shoe, al- 
though there is no doubt that the fashion of wearing 
dark tannish-brown hose with the white sports cos- 
tume and white shoe, as was done last year, will be 


* 


The name “Signature” has been 
_ selected‘ for the hose to be marketed through the office 
of C. M. McGee at 385 Fifth Avenue, New York. 
Each pair of stockings made by the Signature Hosiery 
Company, successors to Schletter & Zander, Inc., who 
formerly supplied stockings to the Brown-Durrell 
Company with which Mr. McGee was connected 
for many years, will bear an indelible “Signature” 
stamp. 
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repeated this year by a great many smart women. 

A light silver-gray shade in hosiery is considered 
a possibility for spring and early summer, based on 
the showing of silver gray costumes at the recent 
Paris openings. Shoes to match, of course, will 
complete the gray costume. Gray appears in the 
spring color list every year, but seldom does it reach 
volume sales. This year, however, there appears to 
be some ground for believing that a silver-gray shade 
will “go-over.” 


* 


Single unit, full fashioned knitting machines, which 
eliminate the processes of transferring stockings in the 
making from the legger to the footer are being offered 
by the Reiner, the Hilscher and the Karl Lieber- 
knecht companies of Germany. The development of 
two single unit machines in this country was reported 
last year, but neither have been offered to American 
knitters as yet. 








Ww 


HE BEE BRAND sales plan is based upon a thorough 

understanding of present day problems facing the 
hosiery department—and which you, the hosiery buyer, 
must solve. For instance: 


You must do a volume business, but you want volume 
at a profit turnover. 


You must keep your working capital liquid; therefore 
you must buy only as you sell. 


Your stock must always be complete yet you cannot 
afford to over-stock. 


The Bee Brand proposition fills these requirements and 
more. It will pay you to investigate. 


HENRY BROWN and SONS COMPANY 


Ontario and I! Streets 


PHILADELPHIA 
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Silk Atackings. 


There are three Bee Brand silk stocking 


styles, designed to fit the practical needs 
of smart women. And there are also Bee 
Brand styles for women who require larger 
than regular sizes. Write for samples of 


the following Bee Brand numbers. 


STYLE NO. Six strand. Lisle STYLE NO. Six strand. Silk 


A37 top. French heel 637 top. French heel 


to retail at 85c to retail at 95c 


STYLENO. Seven Strand. 


237 Lisle top. French 


hoes ae Se yr % 
to retail at 90c 
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Sells Shoe, Hat and Hose 


Ensemble 


How an Alert Specialty Shop in Everett, Washington, Makes 
Three Departments Work Together with Beneficial Results to Each 


By M. E. BRIDSTON 


Style footwear, aggressively 
merchandised, is proving itself a profitable accessory 
department for Chaffee’s specialty shop at Everett. 
Washington. 

The department was established as a part of this 
nine-year old store just a year and a half ago, and 
the first year of its operation, footwear chalked up a 
volume of $40,000. Furthermore, footwear has been 
instrumental in promoting the ensemble idea—in mo- 
tivating the sale of style and color in hats and gar- 
ments. 

George W. Gebert has located his department on a 
mezzanine balcony, also housing the office, the hat 
department, and the hosiery unit. Hosiery is in direct 
proximity to footwear. The stock cabinetry lines 
the walls, and the chairs and display easels face tow- 
ard the wall, in preference to overlooking the main 


to the customer trying on evening gowns in the gown 
department, will “make” an evening gown sale! Or 
a pair of smart brown street shoes will convince a 
customer that she does want that brown coat! With 
colors so definite and so ensemble-ized as they are 
now, the inclusion of color-matching footwear is al- 
most essential to show off the garment at its 
best. 


M.. Gebert and his personnel 
(the department requires the time of the manager 
and two assistants) frequently introduce garments, 
and hats, to motivate the footwear sale, and in doing 
so, of course, they call attention to other depart- 
ments. It is not at all unusual to find four or five 
coats or dresses hanging in the shoe department 


floor of the store. 
clusion for the department, 
without isolation. 

It is noteworthy that this 
store finds footwear de- 
cidedly helpful in promot- 
ing the ensemble sale—in 
emphasizing the new in 
color trends. For instance, 
the hat department used 
red footwear to sell red 
hats. When a _ customer 
was undecided about a red 
hat she was escorted to the 
shoe department, fitted 
with red footwear, and 
then asked to view the re- 
sult. The colored shoes 
proved effective sales argu- 
ment for the red hats-—and 
for themselves ! 

In the same way, a pair 
of silver slippers, brought 


This arrangement provides se- 


HERE are several ideas for the up-to-date 

shoe store in this story of how Chaffee’s 
women’s specialty shop in Everett, Washing- 
ton, merchandises women’s shoes as a major 
unit in the fashionable feminine ensemble. 

In recent years a number of enterprising 
shoe stores in various cities have added mil- 
linery departments because they recognized 
the important relation between shoes and 
hats. A marked departure from the tradi- 
tional policy of the average shoe store, - 
haps, but one worthy of consideration from 
the standpoint of increased sales and profit 
possibilities. 

In some respects the department store and 
the women’s specialty shop operating a shoe 
department have a distinct advantage in mer- 
chandising shoes, in that they can closely 
co-ordinate shoe styles with fashions in other 
feminine apparel. The shoe store can accom- 
plish the same result, however, by selling 
shoes with the right accessories and co- 
ordinating both with prevailing trends in 
garmentry. 


during the process of a sale interview. 


Again it is the definite 
color ensemble idea which 
makes this kind of dem- 
onstration selling pertinent, 
Mr. Gebert points out. 
The customer isn’t sure 
whether she likes this 
brown pump, or that one— 
ergo, the collection of 
brown coats is brought to 
the foreign territory of the 
shoe department. The cus- 
tomer slips them on, to see 
just which shade of brown 
she wishes to match in her 
footwear. And brown hose 
are brought from the ad- 
jacent hosiery unit, so that 
she can get a clear concep- 
tion of the effectiveness of 
the color in a unified effect. 

While it would be going 
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Mezzanine balcony footwear department of Chaffee’s specialty shop in Everett, Wash. 


too far to say that every shoe customer thus shown 
harmonizing garments during a shoe fitting forthwith 
goes to the garment department to purchase, it is not 
going too far to say that merchandising the new 
style footwear in this fashion does importantly con- 
tribute to the store as a whole. The customer carries 
away this indelible reaction—that Chaffee’s have 
smart things! The point is that the current footwear 
bears a relation to the ensemble that a rug bears in 
the decorative theme of the room. It has to be color- 
right and style-right! All of which makes it logical 
that the ensemble sale can frequently germinate from 
the sale of footwear, or that footwear can be made 
the deciding vote in selecting an ensemble. 


The shoe department at this 
store ties in with the promotion plans of other de- 
partments. Fall Coat week brought out windows in 
which each coat was displayed with a pair of shoes 
carrying out the style feeling, as well as the color, of 
the coat. 

Footwear is generally windowed in connection with 
garments, so that the shoes may be seen in conjunc- 
tion with the right costume, but when it is desired to 
get across a definite idea of a new style, a solo 
window for footwear is used. The solo window used 
recently on suede was an instance of this type of 
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window merchandising, when the customer 
shown a gamut of styles in this fashionable material. 
Windows are changed four times a week, rather than 
the usual two times. 


was 


A concise card file is 
maintained on all shoe customers cash or charge. 
This card notes the name, address, telephone num- 
ber of the customer, her size and any special style 
requirements, and a listing of her purchasers. Indicat- 
ing that footwear is utterly style-ized, is the fact that 
Mr. Gebert sells as many as ten pairs to one cus- 
tomer in a space of a year! Such data as this can 
be readily deduced from concise card records, and 
such a file is also the basis for direct mail promotion, 
which this department finds effective. 

The direct mail used deals with style, not price, and 
usually presents illustrations of new style offerings, 
with accurate descriptions. Card records also enable 
telephone selling. A customer wearing such an un- 
usual size as a AA, as an instance, was glad to know 
that the shop had a brown suede in this size in stock, 
when this information was telephoned to her. Of 
course, she purchased it. Mr. Gebert keeps in touch 
with all of his “unusual customers” in this fashion and 
finds that it pays well because customers appreciate 
this additional service. 
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CAMP MOCCASINS 


IN STOCK 
Black and Brown extra heavy water proof leather 
Mama Giaes © OO Bhiccccccvccvcccceccceccsvéceeve $2.50 
WINS BU BO Ob bbb ccecccescedcrcctestveis 2.35 
COMGnH GIGG SW UP Bescsccccsswccceoecvescvcehcees 2.20 


Send for Samples 


BLOG SHOE CO., Inc. padid? st. 








We Challenge Comparison with Any Other 


hoes in the Country at These Prices 


No. 6111 — Patent Leather 
One-Strap, Perforated Vamp, 
Morocco Saddle, 20/8 heel. 
i078 5112—Same, Baby Heel, 
No. 5101—Same Kaffor Kid 
with Morocco Tip, 20/8 heel. 
ye 5102—Same, baby heel, 


No. 5121—Same Blond Kid, 
= Morocco Saddle, 20/8 


No. 5122—Same, Baby Heel, 
"All French Corded 


We have the same combinations 
in operas 


LEVEY BROTHERS SHOE COMPANY 
145 DUANE ST., NEW YORK CITY 








THE | NE Wh 
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The M. J. SakfLiza 
Shoe Corp. igjnob 
proud of its infliver 
stock service 















retal. 
oda} 
The retailemCon 
merchandisingiplace 
Turn and McBrder 
Kay shoes of the 
better grade ca 
find here styl@iy. J 
and matecridgive , 
such as Qenuitiock 
Water Snake 
Python and 


urnc 





” McK 
M. J. Saks 





FASHION’S DECREE 


Carried in Putty Beige 
Kid and Black Calf, Gen- 
uine Water Snake trim. 
Sp. and Jr. Louis heels. 
A, B, C, widths in stock. 


J. WEISS SHOE CO. 
137 Duane Street New York City 








“GENUINE” COMPO OPERA PUMPS 


22916 Patent Leather Regent, Louis Heel, B-C..$2.66 
22910 Patent Leather Regent, Baby Heel, B-C.. 2.65 
22986 Keffr Kalf Regent, Louis Heel, A-C...... 2.65 
22980 Kaffr Kalf, Regent, Baby Heel, B-C...... 2.65 
22996 Biagk Moire Regent, Louis Heel, 











23286 Kam “Kal, Seamless 
Louis Heel, © ...ceeeees 2.66 

23280 Kafr  Kalf Seamless 
Baby Heel, C ....seeeee 2.65 


All on the Modified Toe Last 


Lazarus Fried & Sons, inc. 


120 DUANE STREET NEW YORK 














Saks Presents Genuine All 
Over Beige Sea Snake 
HA In Stock—AA-C Wide 


No. 416—Genuine Beige 
Ermine Sea Snake, Fancy 
One Strap, Medium Toe, 
20/8 Spanish Heel... $5.00 


No. 417—As above—16/8 










Spanish Heel....... $5.00 
No. 415—As above—Re- 
gent Opera......... $5.00 
iT: 
.4 Ui nerd (User 149 | 





















SPECTATOR SPORTS A a 

$3 A0 Zim A ew, 
DRCAMPRELLS = 
naira SHOE 4 




















5866—Women’s White Calf, 
Black Calf Trim Blucher Ox- 
ford. 15/8 Leather Heel. 
5867—Same in White Calf, Tan Calf Trim. Widths 
5860—Same in Dawn Eric, Tan Calf Trim. A to C on All 
5861—Same in Black Calf, Gray Calf Snake Trim. 


POWELL & CAMPBELL 122 DUANE STREET 


ESTABLISHED 1879 












Room AND SHOE RECORDER 
combining THE SHOF RETAILER, March 7, 1931 









pera 


(lp 


AMinnat] 
jl 


pul M| 


why 


iy) 


all [ ll 


LMtock Service 


vo 


rv 
nfl 


wlll 


| 


Kiel 





MN 







Lizards, that he would be prone to consider 
nobtainable on an in-stock basis. Quick de- 
livery service is invaluable to the progressive 
retailer. The best merchandising minds of 
oday advocate a small but complete stock. 
‘Complete” means that shoes sold must be re- 
placed almost immediately. If they had to be 
ordered on a make up basis the whole quick- 
turnover idea would fall through. 
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M. J. Saks is prepared to meet the needs of 
live merchants with a fast, dependable, in- 
stock service in the better grade Turns and 


McKays. 






M. J. SAKS SHOE Corp. 





il Greenwald Presents Black and 
Beige Kid 

ail LITTLEWAYS 

“Toe, No. 1505—Beige kid, with 

$5.00 contrasting kid and silk 

16/8 kid, 20/8 sp. heel. ..$4.00 

$5.00 No. 1506—Black kid, silk 
-Re- | ‘ kid trim, 20/8 sp heel. 

$5.00 ; $3.85 

Ne. 1505 Widths AA-C 
GREENWALD SHOES, INC. 
NEW YORK 





149 DUANE STREET 
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Genuine “Compo” Operas 
In Stock—At Once Delivery 


$2.65 


In A, B, C Widths 


“Crescent” hit! Gen- 
uine “Compo” operas in Re- 
gents and seamless. Patent, 
Kaffor Kid and Black Satin. 


Also Lustrelle ‘Moire at $2.75. jp 


Crescent Shoe Company 
131-133-135 Duane Street, New York City 
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The leading Stylish Stout Specialty House in America, 
over 1000 styles to select from 





Announcement 
Greatest Value in the World—SUPREME ARCH Health 
Shoe—Genuine Goodyear Welt 


$2.75 —AAA to E $2.85 —EEE 


Leather Heels, Rubber Top Lifts, Leather Oak Innersoles. , 
Salesmen now on way to see you. Samples sent postage prepaid. Stylish 
Straps, Stetson Ties and Lace 


SIZES 1 to 11 


Oxfords. 










King of Stylish Steuts 
142 DUANE STREET 





NEW YORK CITY 





Latest Spring Styles 


a No. 3000—Patent leather silver piped 
=. gy y my make. Ro Opera Pump with snake overlays on 
Also in black kid. High and baby — Also_in black kid and parch- 
spanish heels on each. A, B Cc kid. High and baby spanish 
widths. ian on each. Also in black file satin 
and midnight blue kid. High heels 
only. High heels B and C widths, 
Baby -* = width only. 





All shoes french corded, kid lined and 
leather inner-sole. 

BLEECKER SHOE CoO., INC. 
Boston: 216 Essex St. Pittsburgh Wee: 








140 Duane Stree 
Hotel mane Philadelphia: 17 N. 4th St. 








HIGH GRADE UNBRANDED 
“COMPO” ALL LEATHER SHOES 





teultless feats flexibility, 

Seamless rome, 20/8 Louis Heel 

ISIS Patent ............. 25 
3.25 


1521 Black’ Moire Satin.. 
1516 Black Demi-Glaze Kid 3.38 
Regent Pumps, 16/8 Louis me 


eeeeeesessres 


Satin... 3 1552—Al Kid AA to C.....$4.00 
157 Black Demi Glaze Kid 3. 35 1551—Black Calf AA to C...... 3.75 


MORSE @ ROGERS 


N. Y. Branch, International Shoe Ce., Ine., Duane and Hudson Sts. 


All 





879 










Boor AND SHOE RECORD 
combining THp SHOE RETAILER, March 7, 1931 





IMPORTED SANDALS 4 
IN STOCK << vA 


Styled in Vienna Expressly 
for Us 


All White Kip 
White Kip—Patent 
trim 







5065 
5066 


5062 Rose 


trim 

jee sa Biege—White 
rim 

“Vidths A-B-O 
Sizes 3 to 8 
Price $2.25 


Biege— Brown 


5063 


B. Friedman 
Shoe Co., Inc. 


109 Reade St. 
New York City 
























Regardless 


of the 
size 





















Co-ordinate’ Lasts and Patterns is a system of automatic, 
scientific unification of all sizes of lasts and patterns in which 
each size is a perfect model, accurately reproducing the char- 
acter, appearance, lines, and contour of the original last. All 
sizes, therefore, from 2 to 8 actually become sample sizes, for 
they faithfully retain the true proportions given the 4-B size 
by the shoe and last designers. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
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NATIONAL NEWS 


SATURDAY, MARCH 7, 1931 


EVERY WEEK 





William E. Elliott, Inventor 
and Machine Manufac- 
turer, Dies 


LYNN, Mass. — William E. Elliott, 
president of the Elliott Machine Com- 
pany of Grand Rapids, Mich., and in- 
ventor of button fastener machines 
used in factories and stores, died on 
February 25 at his home, 271 Shore 
Drive, Lynn, Mass. His invention and 
the promotion of the Elliott Patent 
Fastener was one of the first nation- 
wide equipment services to retail stores. 

He was sixty-four years of age and 
his trade contact dates back forty 
years, when he invented the first ma- 
chine to fasten buttons on shoes. He 
was the active head of the Elliott Ma- 
chine | until illness forced his 
withdrawal. For a number of years 
he has been in poor health, his most 
recent illness being an acute case of 
influenza. 

Surviving him is his widow, Mrs. 
Minnie (Steen) Elliott, who is now in 
Lynn. 

He was a well-known, influential 
member of the Masonic order, a thirty- 
two degree Mason, a past potentate of 
Saladine Temple, Mystic Shrine, Grand 
Rapids. He was also a member of 
many Lynn, Boston and Grand Rapids 
clubs. 

Funeral services were held at Ma- 
rion, Iowa. 

Thus passes one of the great person- 
alities of the shoe trade, affectionately 
called “Big Bill” by a great friendship 
in by machinery, shoe and fraternal 
world. 


Production on the Increase in 
Portsmouth 


PoRTSMOUTH, OHIO (UTPS)—A 
marked revival in production at the 
shoe factories in Portsmouth has taken 
place since the first of the year, ac- 
cording to a survey of the various fac- 
tories here. This is proving a boon to 
the city, as payrolls are mounting and 
shipments from the various plants are 
growing heavier. A spirit of optimism 
is shown on all sides. 

Under normal conditions the Selby 
Shoe Co. produced 8000 pairs daily. 
With the resumption of manufacturing 
the Selby plant here is making about 
6000 pairs daily and it is planned to 





increase that number. 
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Boston Fair Dates Announced 


Official New England Shoe and Leather Exhibition to Be Held 
at Hotel Statler, July 7th, 8th and 9th 


BostoN—The dates of the twelfth 
annual Boston Shoe and Leather Fair 
are announced as July 7, 8 and 9, 1931, 
and this important event in the shoe 
and leather industry (the only New 
England shoe show under official trade 
association auspices), will again be 
held in Hotel Statler, Boston. The 
dates are identical with last year’s, the 
opening day being Tuesday, the sev- 
enth, instead of on Monday, because of 
the fact that change would give the 
expected host of visiting buyers a bet- 
ter opportunity to spend the holiday at 
home, if they desire. 

This year’s program will include 
several innovations of particular in- 
terest to retail shoe merchants, the de- 
tails to be announced later. The Fair 
will be directed by an executive com- 
mittee, with Thomas F. Anderson as 
secretary and manager. 

The Boston Shoe Travelers’ Associa- 





New England Production 
Shows Big Increase 


Boston—New England shoe factories 
have stepped up production approxi- 
mately twenty per cent since the first 
of February. This average does not tell 
the complete story, as several plants are 
running at capacity, some of them, even, 
sold up several weeks in advance. Others 
show gains over Feb. 1 of as much as 
fifty per cent. The biggest improve- 
ment is seen in factories manufacturing 
women’s McKay footwear. 

Dividing New England geographically, 
the best gains, with few exceptions, 
have been recorded in Maine, New 
Hampshire, which has added several new 
factofles to its roster within the last 
year, also reports substantial improve- 
ment, not normal in the sense that pro- 
duction has attained the early 1930 
level but decidedly better than it has 
been for many months. In general, up- 
country factories are recording greater 
gains than factories in established cen- 
ters, although there are numerous ex- 
ceptions. 














tion will again actively cooperate with 
the Fair in the elaborate hospitalities 
for visitors that will be arranged, and 
its members again will have charge of 
the registration of buyers. 

The headquarters of the Fair are 
at the rooms of the New England Shoe 
and Leather Association, the sponsor- 
ing organization, 166 Essex Street, 
Boston. 


Melville Sales Establish Rece- 
ord in 1930 


NEw YorK—The Melville Shoe Corp. 
reports sales for 1930 of $28,648,639 
against a total of $25,520,675 in 1929, 
thus establishing a record for this 
chain. 

Net income amounted to $1,375,579 
compared with $1,594,216 in the pre- 
ceding year, equal to $3.23 a common 
share against $3.99 a share in 1929. 

In a letter to stockholders, Ward 
Melville, president, stated that many 
constructive developments had taken 
place in the company during the year 
just passed: 

“Despite the fact that 1930 was a 
year of readjustment, it witnessed not- 
able developments in our operation. 
On April 1, after negotiations lasting 
over a period of months, the corpora- 
tion acquired the assets of the Trav- 
eler Shoe Corp. with 44 stores, in re- 
turn for a consideration of 17,021 
shares of Melville common stock, and 
thereupon entered the field of highly 
styled women’s shoes with a product 
retailing at $5.00.” 

Analyzing the corporation’s opera- 
tions, Mr. Melville continued: “‘An in- 
tensive analysis of our operation dur- 
ing 1930 indicated the desirability of 
closing. certain units with less promis- 
ing futures; all such stores therefore 
were closed during 1930, so that at the 
end of the year we had 480 John Ward, 
Rival, Thom McAn and Traveler stores 
in operation, a net increase of 21 
stores, with a greatly increased effi- 
ciency. We plan a continued expansion 
of the four chains to the extent justi- 
fied by general business conditions.” 






























WHERE TO BUY 
Men’s Shoes 


Raia eee, 
WANTED, SELL 
















FoR MEN 


NETTLETON 
Shoes of Worth 
A. B. NETTLETON CO. 
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Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 
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Big Night for Pittsburgh Shoe Men 
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FELLOWSHIP AMONG SH E MEN 
OF ANNUAL BOOSTER DINNER 








Here’s the front page 
of the special “Shoe 
Men’s Edition” of the 
Pittsburgh Sun-Tele- 
graph, distributed at 
the. dinner of the 
Pittsburgh Shoe Re- 
tailers’ Association in 
the Fort Pitt Hotel 
on the night of Feb- 
ruary 26. Leaders in 
the Pittsburgh asso- 
ciation and shoe trade 
were featured in 
photographs. 


A 












PITTSBURGH, Pa.—About 350 men 
and women attended a dinner given by 
the Pittsburgh Shoe Retailers’ Asso- 
ciation in the Fort Pitt Hotel on the 
night of Feb. 26. 

“The Layman’s View of Retailing” 
was the subject of an address by Dr. 
Vincent W. Lanfear, director of the 
downtown division of the University of 
Pittsburgh. Prof. William T. Harriss 
of Harvard University spoke on “Build- 
ing for Success” and Frank C. Harper 
of the Pittsburgh Chamber of Com- 
merce spoke on “The Back-to-Work 


TI NEl| _ Shoe Retailers Gather for Eoening of HT FORMED 
YEARS AGO; HAS DONE 






















Cot 


Allegheny County.” 
Cal Mensch of Philadelphia, manag- 
ing director of the Middle Atlantic 


Movement in 


Shoe Retailers’ Association, toast- 
master, was introduced by Harry W. 
Ritter, Pittsburgh. association presi- 


dent. 

The Pittsburgh Sun-Telegraph is- 
sued a special “shoe dealers” edition, 
copies of which were distributed at the 
dinner. Sam Levine was chairman of 
the committee in charge of the dinner. 
He was ably assisted by Robert W. 
Nofsinger and R. Bruce Murphy. 











National Leather Report 
Shows Big Loss 


PoRTLAND, MeEe.—The Consolidated 
balance sheet of the National Leather 
Co., as of Dec. 26, 1930, shows that 
after deducting expenses, interest 
charges and depreciation, including 
proportionate share of operating ex- 
penses of affiliated companies and pro- 
viding for abnormal decline in inven- 
tory valuations, operations for the year 
resulted in a loss of $2,708,997.42. 

In explaining this loss, President 
W. R. Fisher reports: 

“For the past two or three years, 
the tanning industry has done business 
under extremely difficult conditions. 
Hide and leather markets have been 
declining, with slight interruptions, 
since July, 1928. Cow hides were then 
worth 24c. a pound; in December, 1929, 
they were worth 14c.; and in December, 
1930, 7%c. Markets for some other 
kinds of raw material which your com- 
pany uses have had an even greater 
decline. 











“Because of the length of the tan- 
ning process, the average tanner car- 
ries more than six months’ inventory, 
the value of which is subject to appre- 
ciation or depreciation in changing 
markets. When hide, skin and leather 
values decline as they did last year, 
heavy losses are unavoidable. 

“Market prices for raw hides and 
skins are, on the average, lower than 
they have been in more than thirty 
years. Present low prices for leather 
should tend to increase leather con- 
sumption.” 


H. S. Gault to Manage Wise 
Store 


ALTOONA, Pa.—H. S. Gault has been 
appointed manager of the new store of 
Wise Shoes, Inc., of New York, at 1302 
Eleventh Avenue, formerly known as 
the Golden Rule Shoe Store. The for- 
mal reopening took place on Feb. 7. 
The new owners announced that all of 
the staff of the store would be retained 
in their respective positions. 
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Welcome to 
New York and 


OPPOSITE PENNSYLVANIA R. R. STATION 


The Hotel with 
REASONABLY PRICED 
SAMPLE ROOMS FOR 

SHOE MEN 
1200 pleasant rooms each with Servi- 


dor, bath, circulating ice water and 
radio provisions. 

















IN STOCK! 
At Popular Prices 


Get your share of the Riding 
Boot business with “Colt” Boots. 


We have in stock Men’s, 
Women’s and Children’s boots in 
a most comprehensive line cover- 
ing all price ranges. Now is the 
time to prepare for Spring and 
Summer trade. 


Write for Complete Catalog B-17 


Colt-Cromwell Co., Inc. 
EST. 1899 


1239 Broadway, N. Y. C. 


Also In Stock at 
424 So. Broadway 
Los Angeles 
Calif. 











Increase Your 


SALES ABILITY 


A\\ Know shoes as mer- 
MM, chandise, shoes in re- 
lation to the cus- 
tomer. Know the 
types and their pur- 
poses—the kinds of 
N} leathers. Fatten up 
the pay envelope 
\ with a few min- 
utes study a day 
i, in your spare 
time. This won- 
derful little 
book has helped 
hundreds __ of 
others—it will 
help you. Clip 
the coupon 
and mail it 

today. 


Price 
50c. with order 


BOOT and SHOE RECORDER, 
239 West 39th Street, New York, 
Gentlemen 


Wnclosed please find fifty cents 
Money Ord 


er Cu Stamps 
fer which send mo a of the Sixt! 
LEATHER TEXICON O) h Revised Edition of THE SHOE and 








Students in famous Illinois clinic 


STUDY CHIROPODY 


Many of the world’s leading Chiropodists are former shoe people 
who have followed up their valuable experience at the fitting stool 
with a course ir, Chiropody. Today they are earning from $5,000 
to $15,000 a year. 

“ The opportunities for Chiropodists are unlimited. In the United 
States there are about 162,000 physicians, about 82,000 dentists, 
but only 5,000 Chiropodists! A virgin field! 

only 2 years at best known College of Chiropody in 
America equips you for practice. 19th year. You are ready to enter 
with four years high school or equivalent. Largest foot clinic in 
world —over 16,000 foot cases handled annually, large faculty 
physicians, surgeons, chiropodists. Write for catalog. No obligation. 


——---—MAIL THIS COUPON TODAY —~--—— 


ILLINOIS COLLEGE OF CHIROPODY AND FOOT SURGERY 
1327 N. Clark St., Chicago, Illinois 

Gentlemen: Please send me, postage prepaid, latest catalog and complete 
information relative to Chiropody and your school, 


Name 


Street and Number 
City. 
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WHERE TO BUY 


Men’s &@& Women’s 
Slippers 


i i i 





W. S. CHASE & SONS 
HAVERHILL, MASS. 


FINE SLIPPERS 
Men and BOYS 


HANDTURNED 
$2.00 to $2.85 
Boston Office: 501 Statler Bidz. 





ated Greener 


Terns only — 
Priced, $3.10 te 
$3.25. 


IN STOCK 
i 


Ne. 1435—Tan 
Kid a 
C-D-E, $2.60 











HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
on the market in the popular price 
class. Catalog on Request 

VINCENT HORWITZ CO., Inc. 
64-76 W. 23rd St. New York City 














High Grade Mules 
and D’Orsays 


Catalogue sent on 


Paristyle Footwear Mfg. Co., Inc. 
Factory and Salesroom 
153-159 West 27th St. New York City 








Spring Styles 
Stepping Out 
in Nashville 


NASHVILLE, TENN. (UTPS)—Winter 
wearing apparel is going into moth 
balls tast in Nashvil-e. ‘I'he unusually 
warm winter seemed to cause winter 
wear to become more tiresome than 
would have been the case with a regu- 
lar season of ice and snow. Weeks of 
sunshine and mild temperature are now 
having their effects. 

The theaters, the streets, golf 
courses, hunt clubs, racing downs, in 
fact, everywhere, spring wear. has re- 
piaced the sombre colors of the past 
few months and seem to have taken a 
new lease on life. 

Nashville shoe dealers are well 
pleased with the trend business has 
taken during the last half of February. 
Sales are good and still picking up. 
And nearly all of the dealers agree 


. that the prospects for business during 


the spring and summer are better now 
than for either the same time last year 
or the year before. 

Nashville merchants are all talking 
style. What people are buying now, 
and what they will buy later in the 
season. Harry M. Young of Bell’s 
Booteries, in discussing style trends, 
said: “The shoes that seem to be at- 
tracting most attention now is Ad- 
miralty blue. Paddock green, creole 
brown and seasand seem to be leading 
in color, with gray for special occa- 
sions and black, as usual, generally 
good. 

Loveman, Berger & Teitlebaum are 
featuring a high-class arch preserver 
shoe of “indescribable loveliness and 
smartness” in their balcony shoe salon. 
And many sales are reported. 

The shoe department of Rich, 
Schwartz & Joseph is featuring a black 
kid pump with reptile inlay for after- 
noon wear, a three-eyelet oxford of sea- 
sand watersnake walking shoe for 
morning wear and a one-strap black 
mat kid with watersnake trim for 
smart all-day wear. They are also 
showing beautiful plumage satin with 
instep strap and French heels for eve- 
ning wear. 

All in all, things are looking up now 
and with all the well dressed display 
windows Nashville shoe dealers have a 
perfect right to expect their share of 
the increasing business. 

Several windows are displaying 
sport wear in at least one window. The 
sports shoe season this spring is ex- 
pected to be the largest ever experi- 
enced with models all the way from the 
golf and campus type to the spectator- 
sport variety. 


Pittsburgh Merchant Dies 


PITTSBURGH, PA.—Daniel W. Glick, 
retail shoe merchant, died at his home, 
5855 Alderson Street, on Feb. 25, fol- 
lowing a five months’ illness. For the 
past 20 years he conducted a shoe store 
in Frankstown Avenue. Mr. Glick was 
a member of the Rodef Shalom con- 
gregation, Knights of Pythias and the 
Retail Shoe Men’s Association. Be- 
sides his parents, he leaves his widow, 
Mrs. Birdie Browarsky Glick; five 
brothers, Peter. Louis, Frank, Davis 
and Naaman Glick, and two sisters, 
Miss Etta Glick and Mrs. Ear] Hepner. 
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All Customers Divided 
[CONTINUED FROM PAGE 35] 


be described in detail in subsequent 
chapters. 

‘he three prices, $5, $10 and $15, are 
the three ‘full-line prices,’ and are 
known respectively as the ‘cheapest 
full-line price,’ ‘best-selling full-line 
price,’ ‘highest full-line price.’ The 
taree full tines at those prices are the 
‘cheapest-price full line,’ ‘best-selling 
full line’ and ‘highest-priced tull line.’ 

“The Model Stock Plan, in respect to 
price lines, consists of buying merchan- 
dise to sell at three prices for each line 
of goods. 

“fhe cheapest-priced full line is at the 
lowest price at which any class of 
goods can be produced and sold, pro- 
vided the goods are of such good qual- 
ity that customers will buy them again 
and again. 

“The highest-priced full line is at the 
highest price at which their incomes 
will allow the great majority of our 
customers to buy. 

“The best-selling full line is at the in- 
termediate price at which all of our 
customers buy at one time or another, . 
at which most of our customers buy all 
of the time, and at which we, conse- 
quently. sell the most goods. 

“Let us now tabulate the major more- 
profit advantages from using the three 
full lines of a Model Stock: 

“1. Far better assortments, because 
we have fewer different prices to 
spread our stock over. 

“2. Far better values, for, by sim- 
plification prices. 

“3. Far greater sales, coming from 
our better assortments and better 
values—and, from these, still greater 
sales because of resultant mass buying 
and mass selling.” 


Speed Shoe Selling in 
Springtime 
[CONTINUED FROM PAGE 45] 


spring campaign, namely, style, value, 
variety, fitting and customer service. 

Style, presented from the many in- 
teresting angles possible, should be first 
and foremost, especially for women’s 
shoes. While value and convenience 
can be made the subjects of special ads, 
it might be better to use one interest- 
ing fashion fact as the main idea of 
each ad and include a reference to one 
or another of the other points with it. 

For children’s shoe ads, style should 
get first place with fitting and value 
close behind. Each ad should be backed 
up with window and interior display 
tie-up. Copies of each ad should ap- 
pear in neat frames in the windows 
and in the store. Each selling member 
of the store force should have, and 
read, a copy of every ad. Some stores 
give a prize to the first salesperson re- 
porting an error in an ad on the day. 
or the morning after it appears. 

A scrap book of all ads should be 
kept, and a record of results, with com- 
ments on weather, etc. Woven in with 
the general advertising program, as 
suggested, should be your special ads 
for occasions—St. Patrick’s Day dance. 
Easter brides, hosiery, wet weather 
goods. These special headings, how- 
ever, classify under one or another o! 
the five general points given. ; 

Finally, PLAN AHEAD on spring 
advertising and promotion. - 
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BE THE FIRST IN YOUR TOWN TO SELL 


a “SUNRAY” SPORT 
SHOES 


: : 7 q = es ; to retail profitably at 
4 3 
: 3 + $2 75 


Gold Seal Shoe Company offers to pro- 
gressive shoe merchants an opportunity to 
earn real profits in the merchandising of 
“Sunray” sport shoes this season. Sunray 
sport shoes in a multitude of color com- 
binations and patterns will, from all indi- 
cations have tremendous sales wherever 


— F« FS le 


, shoes are worn for yachting, tennis, golf, 
S beach and spectator sports. 

‘ Employing no salesmen, Gold Seal sells 
; d‘rect to you on an approval basis, doesn’t 
‘ care minimum order in assorted sizes, 
: coiors and patterns. 

l 


Sunray Sport Shoes are made in 
two widths—narrow A, medium 
C. Sizes 1 to 9. Specifications: 
solid leather counters, leather box 
toes, steel shanks, high grade 
plantation crepe, rubber sole, 
tested awning cloth uppers, guar- 
> < . anteed to give good wear. 


Gold Seal Shoe Co. 


722 Broadway, New York 
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d Archetype—an ideal combination of style and foot-health 
1 shoes designed to meet the requirements of the woman 
“ who demands style and must have comfort. 

- Archetype shoes are styled to appeal to the eye, and their 
is comfort and moderate price make them readily saleable. 
. If you are looking for a line on which you can build a 
a permanent and growing clientele, we suggest—Archetype. 
“é 
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th C. P. FORD & Cco., Ine. 
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4s Rochester, N. Y. 

re, DETROIT: Hotel Tuller, Mr. Ray Wegman 

er CHICAGO: 1815 Republic Bldg., Mr. Ray McCarthy 
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WHERE TO BUY 
Ballet Slippers 


6 EF hh 


PROFITS 


Shoe retailers are finding 
extra profit in theatrical 
footwear these days. In- 
vestigate the profit possi- 
i bilities of a theatrical de- 
partment. 









Write us! 
CHICAGO 
® pf THEATRICAL SHOE CO. 


159 N. State St., Chicago Il. 
orders filled from: 


3rd Floor, Capitol Bldg. | 
Coast 
6715 Hollywood Bivd., Hollywood, Cal. 









Rights and Lefts 


Two Grades 
Wom. Miss. Chi. 


In Stock 








825 West Monroe 








Im Stock Black Kid 
Ballet ae —* and Left 


Ladies $1.26 pair 
Misses’ $1.20 pair 
Chitd’s $1.15 pair 
SLOG SHOE CO., INC. 
147 Daane Street, 
New York City 

















BALLET SLIPPERS—IN STOCK 

of the unusual kind 

8102 Bik. Kid Hand Ture 
Soft Toe 





SCHWARTZ & HERDER, Inc. 
Specialists in Ballet and Comfort Slippers 
241 Ne. 11th St., Philadelphia, Pa. 
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SEND FOR CIRCULAR DEPT. C 











% KENDALL SHOE COMPANY ~ 


Trade Picks Up 
in the Chicago 
Suburban Shops 


Cuicaco (UTPS)—Activity in Chi- 
cago and metropolitan district retail 
business proved spotty during the past 
week, with the larger outlying shoe 
centers enjoying good trade. Sales in 
the Loop department store shoe sec- 
tions were steady at levels prevailing 
during the past few weeks. 

As a further measure toward reduc- 
tion of present stock many leading 
stores are continuing their February 
sales. 

A new jet black “Marcelle” T-strap 
for daytime wear is offered by O’Con- 
nor & Goldberg. Nubian Black kid and 
Momba Lizard are also popular sellers 
with them, according to their buyer. 

The increasing popularity of spats is 
also the subject of much talk among 
leading shoe men of this city, one buyer 
even going so far as to declare that 
spat sales have increased over 1000 per 
cent during the past five years. Always 
a year around footwear article in Eng- 
land, this buyer says that since woolen 
socks for men have become obsolete 
there has been an ever increasing de- 
mand for some snug, warm covering 
for the ankles. That spats have ful- 
filled this demand is shown by the fig- 
ures. They also provide a dressy ap- 
pearance. Pearl gray and light brown 
are the most popular colors throughout 
the winter months, with whites and 
véry light shades for summer. English 
— is the almost universal mate- 
Tial. 

In conclusion, it might be well to 
quote one Chicago broker, who de- 
scribes the present situation as fol- 
lows: “After all,” he savs, “when your 
automobile (or business) has been in a 
skid and you finally come to a stop, it 
is indeed comforting to know that the 
worst has been seen—even if the car is 
in the ditch. A little hard work will 
get it out.” 





Push New Ideas 


“In merchandising,” began the travel- 
ing salesman, who has an excellent sales 
record, “it is always well to push the 
new ideas, for the ysupply the energy 
which keep the wheels of trade turning 
and turning. And what | say in this 
matter applies equally well, if not more 
so, to clerks in retail stores as it does 
to salesmen on the road. 

“It is my observation,” continued the 
knight of the road, “that old ideas roll 
along by their own momentum until they 
wear themselves out, while new ideas 
have to be pushed to make them go. 
There is something in human nature that 
has to be stirred up before it will accept 
a new idea. P 

“So every time | call on a customer, | 
offer him a new idea, with the thought of 
exciting his mental works in to lively 
action. He may reject the new idea. 
Nevertheless, he is more in a mood to 
accept some idea, and to buy my goods. 
This method has worked well with me, 
and | believe that it would benefit the 
entire trade if it were tried by clerks in 
retail stores.” 


. 











HAVERHILL, MASS. 











Wood Heel Patents Upheld 
Boston—The validity of the patents 


under which the F Mears Heel 
Company is making the so-called 
“straight line” or “monoplane” breast 
on cuban heels was upheld on Feb. 13, 
1981, by a decision of the United States 
Circuit Court of Appeals for the Sixth 


Circuit. 





Officers Elected 


BROOKLYN, N. Y.—On Feb. 2, 1931, 
the annual meeting of the stockholders 
of The Griffin-White Shoe Company 
was held at the offices of the company 
in Brooklyn, N. Y., and the following 
officers were reelected for the coming 
year: Albert C. Griffin, president; J. 
Frederick E. Wood, vice-president and 
treasurer, and George W. Reich, secre- 


tary. 


Fox & Company Reorganized 


PHILADELPHIA—M. Fox has retired 
from the firm of Fox & Company, Inc., 
and the company as reorganized con- 
sists of D. Hunn, president and treas- 
urer, and Harry E. Hunn, secretary. 

The policies of the house under the 
new management will continue to be as 
heretofore. Novelty footwear will be 
featured for women in lower priced 
lines, the Dr. Fox Health Shoe for wo- 
men will be continued and, as hereto- 
fore, the house will specialize on extra 
widths and sizes. A great many altera- 
tions are being made in the salesrooms 
and warehouses, all of which will lead 
toward both greater attractiveness and 
greater efficiency. 








Would Amend Law Limiting 
Hours of Women Clerks 


BUFFALO, N. Y.—Retail shoe dealers 
of New York State who have been 
experiencing difficulty in complying 
with the provisions of the Mastick law 
governing the employment of women in 
retail stores will welcome the announce- 
ment that an amendment to the law 
to provide for either 30 or 40 hours 
of overtime during .the year will be 
introduced in the State legislature. 

Weldon D. Smith, vice-president and 
treasurer of Adam, Meldrum & Ander- 
son Company and vice-president of the 
New York State Retailers Council, who 
was appointed a member of a special 
committee to draft an amendment to 
the bill, reports the measure now is 
ready for introduction. 

In view of the favorable attitude 
taken by Miss Frances Perkins, State 
industrial commissioner, who has ex- 
perienced considerable difficulty in en- 
forcing the present law, and suggested 
an amendment by appointing a special 
committee, which includes Walter 
Hammitt of Frederick Loeser & Com- 
pany of Brooklyn; A. E. Martin of Ba- 
tavia, and Mr. Smith, little difficulty 
is expected in having the amendment 
passed by the legislature. 

Under the present act, passed by the 
legislature last winter, retail stores are 
unable to er their employees at work 
more than 48 hours a week with no 
overtime unless they are given a half 
day off during the week to compen- 
sate for the overtime hours. The State 
de artment of labor has found the law 
difficult to enforce, and while seeking 
to protect employees, Miss Perkins says 
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the measure works a hardship. 
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TWINS 


Pick UP, at random, any two MEARS’ 
Wood Heels of the same style. Each heel 
will be the same in size, quality, and pro- 
portion as the original wood heel model — 
they'll be as near alike as twins . . . This is 
made possible by exclusive and highly per- 
fected machinery and methods which elimi- 
nate the variations which can affect the style 


of your shoes. 


‘Mears’ Wood Heels cost no more than other 
good heels, actually save you time and money 
in fitting, and help to sell your shoes. Specify 


them on all your shoes. 


iim 














Look for this 
trade-mark on 
every heel seat 


Fred W. Mears Heel Company, Incorporated 


AUBURN, MAINE ST. LOUIS, MISSCUR! COLUMBUS, OHIO AUBURN. NEW YORK 


Associated Companies: 
Conway Wood Heel Company, Conway, N. H. Merrimack Wood Heel Company, Salem Depot, N. H. 
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WHERE TO BUY 
Dancing Shoes and Taps 
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STUDENT TAP 


An inexpensive tap 
shoe _ excellently 
made and finished. 
8% Child's to 8 
ladies’. Black kid 
with side cut-outs. 
Retails profitably 





at $2.50. Patent 
leather (as illua- 
trated) retails 
profitably at $3.50. 







SEND FOR NEW 
1931 IN - STOCK 
CATALOGUE B.8. AT 


ONCE DBLIVERIES. 











With T 
TAP SHOES Attache” 
IN-STOCK 
No. 9780—Black Kid 
$1.75 


No. 9785—Patent 
Leather 
$2.25 


BROOKS SHOE MFG. CO." 
Swanson & Ritner Sts. 
Philadelphia 
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Nerridgewock Shoe Co., Inc. 


NORRIDGEWOCK, MAINE 


COOOOOHOOOOOOOOOOOOO 


ROBERTSON 


TURN 
SLIPPERS 
COMFORTS 
BOUDOIRS 

TAPS 


made right— 
priced right 


Retail $1.95 to $3.00 Write for samples. 


ROBERTSON SHOE CO. 
MINNEAPOLIS MINN. 













Here are four golden ru'es followed 
by an Omaha merchant: “We find that 
by concentrating our buying with few 
houses, we are much better off, for 
these reasons: First, smaller stock 
necessary because the manufacturer 
who receives our business is willing to 
give us preferred service on re-orders. 
Second, fewer salesmen to take up our 
time. At certain seasons of the year, 
this is quite an item in a man’s store. 
Third, fewer accounts to keep in check 
and balanced, which saves time in the 
office. Fourth, and most of all, by con- 
centrating our purchases on fewer 
lines, our stock is better balanced and 
is free from odds and ends and dupli- 
cates, which add to our stock without 
increasing our sales.” 

The views of these successful mer- 
chants clearly indicate there is no 
magic road to success—no miracles are 
performed to meet competition, but 
steady, consistent, confidence-building 
labor that eventually brings into the 
consciousness of the community a re- 
alization that certain merchants de- 
serve preferred recognition. Therefore, 
there is no reason why the live inde- 
pendent merchant can’t hold his own 
against chain competition. As far as 
I can see, the wide-awake merchant 
will always be successful if he keeps 
alert, accepts the modern methods of 
doing business, stresses style and qual- 
ity, has a system of stock control and 
budgeting overhead in buying and sell- 
ing. 
Just what is this chain competition? 
Is it as difficult to meet as many inde- 
pendents believe? Isn’t it more of a 
case of psychological resignation on the 
part of many independents? What are 
these advantages that the chain en- 
joys? Let’s compare them with the in- 
dependent. It is true that the chain 
is well organized. It operates under a 
highly trained and highly paid execu- 
tive personnel, with the duties of each 
divided—each one concentrating on his 


.particular department, working under 


a planned program, etc. Yet, as we al- 
ready showed, there is not one of these 
advantages that the intelligent mer- 
chant cannot counteract. The illustra- 
tions I have given prove it. What, 
then, is necessary for the independent 
retailer to operate his store success- 
fully and to meet the chains’ competi- 
tion? How can he cash in on his nat- 
ura! advantages? 

The first important requisite is the 
outside appearance of his store and 
the interior layout and arrangement. 
Part of the chains’ success is due to the 
care which it takes of its store and its 
cleanliness. Secondly, display. It is a 
matter of common knowledge today 
that goods which are displayed sell 
faster—in fact, they sell themselves. 
One of the greatest successes in chain 
store merchandising is the 5 and 10 
cent store, which is dependent solely on 
silent salesmanship. The clerks behind 
the counter are used merely to wrap 
up the merchandise. Therefore, follow 
the chains’ principles of salesmanship, 
display your fast selling or distinctive 
merchandise where it will be seen. Use 
prices. They are highly effective in in- 
fluencing buying. Third, light. Whether 
it is natural or artificial, there must be 
plenty of light in your store, and the 
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interior should be well lighted at all. 
times. Even the finest. merchandise, if 
in a poor light, loses its appearance of 
quality. Furthermore, a_ well-lighted 
store attracts attention and. invites. 
shoppers to come in. Fourth, concen- 
tration on stocks. 

Concentration in stocks, and selling 
as few lines as possible. That doesn’t. 
mean that you should limit your stocks, 
but you should concentrate your buying 
from as few manufacturers or wholesal- 
ers as possible. With concentrated buy- 
ing you give your manufacturer or 
wholesaler volume, and you can take 
advantage of the volume price, receive 
preferred service, etc. When you concen- 
trate, be sure and pick the lines that 
your customers want and will buy, and 
will return again and again for the 
same type or style of merchandise. In 
other words, fewer lines and fuller as- 
sortment, mean more sales and satis- 
fied customers—with smaller stocks. 
and greater profits. Base your buying 
on active demand. Just because a cus- 
tomer asks for a certain product or a 
certain pair of shoes, unless you know 
there is going to be a definite demand 
for those shoes, do not stock them. 

Don’t have too many price lines. It 
is easier for a customer to make up her 
mind from three pairs than seven or 
eight. Remember, fewer prices mean 
quicker and faster moving stock. Ad- 
vertising and sales promotion should 
form one of the most important func- 
tions of your store. Let the public 
know about your store, about your ser- 
vice, about your goods. Let them know 
in a fine, dignified manner. Be truth- 
ful in your advertising, and don’t give 
the customer an opportunity to doubt 
any of the statements in your adver- 
tising. Personalize your advertising— 
whether in the newspaper or in your 
direct mail literature, but let it reach 
your customers regularly. Don’t give 
them an opportunity to forget your 
store, and your service. 


Blacks Still Good in Louisville 


LOUISVILLE—The vogue for black 
footwear is still strong, and all the bet- 
ter shops show stunning plain black or 
black slightly ornamented in pumps or 
low ties. This may be a reflection of 
the economic situation of the winter, as 
with one or two pairs of these all- 
around shoes, milady can be smartly 
shod for all occasions at a minimum 
expenditure. However, the revival of 
blue for spring suits and frocks has 
brought the blue shoe back into pop- 
ular favor. Blue kid is quite the latest 
and most modish thing for spring and 
early summer. wear. 








Bomar-Rau, Inc., Open Store 
in Miami 

MIAMI, FLA. (UTPS)—The Foot 

Saver Shoe Shop, owned by Bomar- 

Rau, Inc., is being opened at 139 Sey- 

bold Arcade. George P. Bomar is 


president of the company: Joe Rau. 
vice-president, and E. S. Bomar, sec 
retary-treasurer. 

R. T. Kearse, formerly of Spartan 
burg, S. C., where he was engaged in 
the retail shoe business, is manager of 
the new shop. 























= 57.50 


re, WERE 


IN STOCK 


ae 
~ 
$3.50 | 


RETAILERS 


Brown Suede 

Gen. Calcutta Liz 
Trim 

Black Suede 

Gen. Rajah Liz. Trim 


Satin Mat Kid 


Gen. Calcutta Trim 


Combination Last AAA te D- 
“MADE IN PHILA. BY MASTER CRAFTSMEN” 





54 No. 4th St., Phila., Pa. 
Send for Catalog 








C. S. GIBBON CO., Inc. 
— _— 
az. 
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jE OS Se ae ae = New 
HoTEL EDISON 


A hotel worthy of its name’ 


47th Street, just west of Broadway, New York 


1000 ROOMS—1000 BATHS 
RADIO IN EVERY ROOM 


New York’s newest mid-town hotel, offering 
for the first time a new standard of luxurious 
hotel accommodations at truly moderate rates. 
Single from $2.50 - Double from $4 - Suites from 87 
WILLIAM F. THOMANN, Manager 











New Edition 
Shoe and Leather Lexicon 


We are ready to take orders for at once delivery 
of the new and revised Shoe and Leather Lexicon. 
This handy book of the trade is in its sixth edi- 
tion, over 100,000 copies now in use. Price 50 
cents. 


Boot and Shoe Recorder 
239 West 39th St. New York, N. Y. 
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YOUR CUSTOMERS 
WANT TO BUY 
jy THE BEST wy 
VALUE 


TELL THEM that 

Pure Silk offers 

the greatest value 
in laces 


BECAUSE 


lightness 
bined with ex- 
treme strength— 
lustrous surface 
and durability— 
and unbelievable 
elasticity can be 
had only in Pure 
Silk Laces 


AND 


that Schaeffer 
Laces have been 
the standard of 
Pure Silk Lace 
quality for nearly 


com- 


twenty years. 


Your jobber has them in 

all styles and colors—or 

he will quickly get them 
for you. 


SCHAEFFER & COMPANY 
222 Cedar Street, Reading, Pa. 








WHERE TO BUY On the Selling End 


Women’s Shoes : News of the Shoe Travelers pe Sales Activities 










































































































































































































) CHIcaco — Mau 
. — 5 ILANS for a large number of social 
Nhe pene: j ape _ P and business activities were laid at 
Karon ee re ane :| & mmnee meeting of the Boot and Shoe 
S hoe of The R ame | Travelers Association of New York at 
‘Adjust e é osman | the Hotel Martinique, Friday night, 
a ae Corp., | February 27. 
wt 200 s. rage President Sass, presiding at the din- 
Noe a ° wa a th ner, which was complimentary to mem- | 
aco » al Ne bers of the association, revealed the | 
York - ¢ fact that the association is soon to have 
, LOS Angeles, | an office and club room in the Mar- 
San Francis d i : 
Seattle co an bridge Building, a well-known shoe cen- 
Mr scien: Mins — ahs a. = s ow that the ; 
. L a sw headquarters wi e established 
Internationally recognized a the acme of —_ Lge: pedis within the next month or two. : 
alata us 2 ans also are bein: f - | 
warenene S'S num ue || Movin: omen oie hy eal | in of ecatinal meting, at which Pf 
financial difficulties and making recom- expert. © talks wae ioe wen gore in- : 
gets: toward sound and business- | A canst po bg Pe gal sorar gon n 
ike operat H i ip i 
U. ltra-Smart Sandals pooner of his aaah. Fy fog n hele pla Soi TE nan ae dP gg mM 
his clients in every State of the Union. genres Sameates: vaenty., the 
— veo pre anes than 160, with a w 
oal o 
ou Z. DAVIS is covering the so- . The pets ct penne to withdr = 
: ¢ pri rogiee A by wet oe — a the National Council of Penediing be 
, for the Pacific Godman Shoe Co alesmen’s A iati = 
oan is ssociation. About 50 mem- 
oo SHABBITZ, | SANDALS, snc. = sah be og ss bos phen at aa bers attended the meeting. a 
White House of the same city. ytd oe age ag who has traveled C: 
Vi e South for Stetson Sh - 
(FORGE HARRON has joined the | pany and has an PAs: eblece, Hey lal Bs 
sales force of the Roth Shoe Co., wide, started last week with G. P Pe 
of Cincinnati, Ohio, for whom he is | Crafts line of men’s and boys’ sho | < 
covering the west coast. He is well | retailing in the popular ple in New bre 
oo om easing in this territory, which he has York State. He centers his selling ef. a 
Tas coun on wom eo. ae ee for several years with | fort from ag south through West- fol 
Buffalo, N.Y. groox success. chester, Long Island and Connecticut. thi 
jours J. SUP, who represents The LINTON STEARNS, wh ne 
— - Herold Bertsch Shoe Co., mak Fig ely Bon fh 
ene” SnaipaD 6: SANDALS very enthusiastic report covering pono pata My Be a get 70 ire fol 
tions in his territory. H “ee i Gat te deem. 22 “— - 
mo ea MeKey ms | y e says: “I am | 12, and if he isn’t the dean of the ant 
ar Pric ve shipping plenty of orders in January | leather salesmen, then he must co wh 
SiniepttinnBas aes and February and will keep hard at it. | pretty near to holding the record for rur 
a continuous service with one concern. ee 
whi 
THE R. STERN CO ede ; 
7 ; g job of the National Shoe sult 
saa PE I D. || SELL YOURSELF FIRST || T'rravciers Association during 1951, °% 
In the selling game, you either go for- as outlined by executives of that or- 
ward or backward; there is no standing ganization, will be to fight the Pullman ~~ 
still—selling is the most interesting surcharge now in vogue and start the nor 
oars er erermmer game in the world and you should excel ball rolling in a movement designed to tica 
at it if it is to be your life work. get from the railroads an interchange- T 
WHERE T O BUY The art of selling depends largely on able mileage book at a cost 30 per cent the 
your calling yourself, ep everything con- less than the one now in use. In going mf 
Sj O nected with the orgonization you repre- after the latter, the travelers are pre- pipe 
tpper Urnaments sent. That means the COMPANY, the pared to argue that such a rate reduc- ag 
PERSONNEL the PRODUCT, and. the tion would stimulate travel on the part ra 
tee er ereree- SRLS die Met Gens wand G0 a0- of men who otherwise cannot afford to stra] 
planation but the last one covers prices go into their territories as frequently en 
terms, credits, advertising, daily reports, as they can if the rate is lessened; that omer 
orders, collections and in fact every item the present infrequency of trips into 
that is not included as the Product. these sales territories not unnaturally W 
Sell yourself on each and every part reulsts in lower sales volume; that an 
of your organization and know that your increase in volume would start the fac- 
proposition is the best that any salesman tory wheels revolving and would prove 
could have... . a healthy business stimulant. On their 
Summing it all up, you have in your side the travelers are willing to promise ~—— 
me . cases—not just +shoes—but— ge 4 — compen in seeing to 
rensth —~ tice — i at such in i 
of Every Description for Efficiency. tie Milian books do not fall into Wee Waehs of es 
udoir Slippers Use this and make yourself a bigger other than bona fide commercial sales- 
i sak laden co and better salesman! Th 
c! at right tim it i 
Gcltd colors tm ctechr=camgles on oe “ —From Harsh & Chapline was he py ‘ —— ha hen ve 
HY-GRADE SLIPPER SUPPLY CO Weekly Sales Bulleti d i i | 
HY-G 4 ly Sales Bulletin no decrease in the income of the Pull- 
roadway New York City o— ed would result from its 
abrogation. 

































Boot AND SHOE RECORDER Boor , 


combining THE SHOE RETAILER, March 7, 1921 





Ohio Shoe Men Talk Styles 


Trends for Early Summer Discussed at Convention in 
Columbus—How to Sell the Extra Pair 


CoLuMBUs, OHI0O—The central thought 
in the first day’s program for the an- 
nual convention of the Ohio Valley 
Retail Shoe Dealers’ Association, held 
at the Deshler-Wallick Hotel, Colum- 
bus, March 2 and 3, was style for early 
summer purchases. This portion of 
the program was in charge of Earl E. 
Strong of LaSalle & Koch, Toledo. 

Outstanding in the discussion was the 
talk of Henry Merdes, Jr., stylist for 
the Vulcan Last Corporation, who gave 
a most interesting summary of style 
trends for late spring and summer. He 
declared that the prominence given 
spectator sports shoes in the spring and 
summer shoe line-up definitely merges 
this type with the tailored group, which 
makes the current designation a mis- 
nomer. “Why not call them ‘spectailor’ 
shoes, instead of spectator shoes?” Mr. 
Merdes suggested. 

He cited the fact that so few of what 
we now call spectator sports models 
are actually worn as on-looking shoes, 
that it is confusing to keep on promot- 
ing them under the old name. The 
softer lines and general variety of 
shoes which fit on for formal afternoon 
events are increasing in popularity. 
Carrying out the current spectator 
sports pattern theme in opera pumps, 
straps and oxfords will take the place 
of many odds and ends now offered and 
materially reduce stocks. 

Colors for early spring wear, ac- 
cording to Mr. Merdes, are rated as 
follows: First, black; second, brown; 
third, putty beige, and fourth, blue. 
For late spring sea sand will replace 
putty beige. Reptiles will hold well 
through the Easter season. Whites will 
follow from April through July clear- 
ance sales. It was the consensus that 
white will have a much larger \olume 
run this year than last. It was pointed 
out that much of the disappointment in 
white shoe sales in 1930 was the re- 
sult of late stocking and shoe men were 
cautioned to buy early. 

Mr. Merdes pointed out that skirts 
for daytime wear are no longer short 
nor are they long, but a medium, prac- 
tical comfortable length. 

The open sandal season will begin in 
the late spring and will end the decline 
in strap models. Patterns for late 
spring and summer wear are predicted 
as running 45 per cent operas and step- 
ins, 30 per cent oxfords and 25 per cent 
straps. Seventy-five per cent of the 
oxfords, according to a survey of 200 
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WHERE TO BUY 


Shoe Accessories 


6668 OP ee, 


STOP THAT PINCH 
WITH 
BVER-READY SKIVED 


VAMP BITE PADS 


Results assured because of quality 
cushion felt gummed to stick, and 
conveniently skived. 


Security Shoe Finding Mfg. Co. 
& S. Wells St. Net INC. CHICAGO 
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leading outlets, will be sold in heels 
from 16 to 18 eighths in height. The 
Spanish Cuban and the Continental 
Cuban heels will be the best business 
getters. Mr. Merdes said there was a 
marked tendency’ towards . slightly 
rounded toed lasts. 

There were almost 100 displays of 
shoes and other merchandise by manu- 
facturers and wholesalers. These were 
housed in rooms at the Deshler-Wallick 
Hotel and ample time was given for the 
inspection of merchandise. H. T. 
Seigenthaler, of Mansfield, president of 
the association, presided at the various 
sessions. The program for the conven- 
tion had been arranged by C. E. Ditt- 
mer, secretary of the association. En- 
tertainment features were provided by 
a special conventions committee of 
which Joe M. Ryan, manager of the 
shoe department at the Fashion Store 
in Columbus, was chairman. 

Another interesting feature of the 
first day’s program was a talk by J. R. 
Ozanne, Chicago, on “Selling the Extra 
Pair.” Mr. Ozanne gave a number of 
interesting examples where an extra 
pair of shoes is sold by a clerk. He 
stressed the point of giving service and 
attention to the customer and in show- 
ing the extra pair at the proper time. 
He called attention to one clerk who, 
in selling a man a pair of shoes, in 
black, brought a pair of tan shoes and 
placed them on the floor without say- 
ing a word. Later when another pair 
of black shoes was brought, a pair of 
tans was also brought. Finally the 
customer had his curiosity aroused and 
a sale of a tan pair was the result. 


New Idea in Sole Conforming 


LyNN, Mass.—Erastus E. Winkley, 
of the United Shoe Machinery Corp. 
staff, has invented a new method for 
conforming soles, or shaping them ac- 
cording to the bottom of the last. 

This new method, in brief, provides 
for forming the forepart of the sole by 
a rolling pressure, which makes that 
part of the sole flexible, and forming 
the shank of the sole by direct pres- 
sure, which makes that part of the sole 
firm, even rigid. 





Ask Dismissal of Shoe 
Tariff Hearing 


Boston, Mass. — The influence of 
United States Senators David |. Walsh 
and Frederick H. Gillette has been in- 
voked to bring about a dismissal of the 
hearing on the boot and shoe tariff, 
scheduled to be held March 26, before 
the Tariff Commission. Letters to the 
two Senators from the Massachusetts 
Industrial Commission and the New 
England Shoe and Leather Association, 
urge that attendance at the hearing will 
be an inconvenience to manufacturers 
and that those who do attend can give 
the commission no facts other than those 
presented during the former hearings 
which resulted in the imposition of a 
twenty per cent ad valoren duty on im- 
ported footwear. 














OS, 6 F686 6 EP FP 


WHERE TO BUY 


Children’s Footwear 
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Children’s Fine Goodyear Welt Shoes 
THE GILBERT SHOE CO. 
THIENSVILLE, WS. 











CHILD | 


High Grade Goodyear 
Welt Shoes in Stock. 


Wiswell-Everston-Santry Shoe 
Mfg. Co. 
Cedar Grove, Wis 
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IN 
IF it’s built by Bass ~ 
It's buill for Service 
——__) Free Style Booklet on Request FAYE > 
G.H. BASS & CO. 11 Man Sree WILTON, MAIN! 














WHERE TO BUY 


Shoe Forms 


and Hosiery 


made of white, 
transparent or colored 


Bat): FAIRYLITE 
Shoe Form Co., Ine... Auburn, N. Y. 
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Birmingham Buyer Makes 
Change 


BIRMINGHAM, ALA. (UTPS)—H. W. 
Tankersley, formerly shoe buyer for 
Worth’s, has gone to Herman Saks & 
Sons, succeeding Joe Dannis. The shoe 
department at Worth’s has been dis- 
continued. 

The Herman Saks department has 
also been moved from the first floor to 
the third, where it has been enlarged. 
The better grade of popular priced 
shoes will be carried. 
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WHERE TO BUY 
Spats 
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GREATEST SPAT LINE 
OF THE INDUSTRY 





Registered Trade Mark 


With Manolis Spats 
and Shee Ornaments you 
will advertise your name 
for the season of 1931. 
Attractive window dis- 
players given with or. 
ders. 


MANOLIS MFG. CO. 
4248 No. Crawford Ave. 
Chieage, tii. 
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WHERE TO BUY 


Riding Boots 
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RIDING BOOTS 
IN-STOCK 
For Men, Women and 
Children—also 
Jodhpurs and Field 


ts. 


Write for catalog. 


WHERE TO BUY 


Store Fixtures 
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ffAyS ) COPY OF HE | 
NEW GOODWIN CATALOG 


of SHOR STORE FIXTURES 
ind STORE INSTALLATIONS 


l GO IWIN & Ir 





Do You Know? 


That you can buy or sell it through 
the Classified Dept. columns. This 
feature in its quick service is a time 
eaver in meeting immediate needs. 














Consider the Case of Shoe 
Merchant Smith 


[CONTINUED FROM PAGE 47] 


no profit unless you mark your mer- 
chandise high enough and control your 
expenses low enough that ne’er the 
twain shall meet. 

“Tf you do either of those things 
without’a budget, you are guessing. If 
you guess you are in danger. 

“Get busy now, Brother Smith, and 
construct a trial-and-error budget this 
way. First, get out last year’s ex- 
pense figures. From them make out a 
new budget for this year, paring every- 
thing just as close to the bone as you 
think you can. 

“Second, find what percentage that 
final amount is of $70,000. 

“Third, add to that estimated ex- 
pense percentage 5 per cent for depre- 
ciation and 5 per cent for profit. The 
result is the original markup you must 
put on your shoes. 

“Fourth, if you find you cannot get 
that much original markup, then you 
must go back over your expense ac- 
count and make further reductions. 
Keep working by this trial-and-error 
method till you arrive at an expense 
budget 10 per cent lower than the orig- 
inal markup budget. 

“Fifth, stick to it! 
net profit is assured.” 

John Smith’s knees, weakened by the 

weight of last year’s problems, now 
give way entirely. Sinking to a chair, 
he blurts out, “Gentlemen, your solu- 
tion of my problem is perfection itse’f; 
your statement of my situation is accu- 
rate; your logic is superb; your reason- 
ing is unquestionable; your conclusions 
are well supported by the facts and the 
evidence. None but a fool could dis- 
pute your findings.” 
_ (Whereupon each of us releases an 
inward sigh of relief. We had feared 
the ignorant fellow would embarrass us 
by arguing a point or two. His agree- 
ing with us shows him to be wiser than 
we thought.) 

“But, gentlemen!” John Smith’s 
voice chokes with emotion. “I am such 
: . such a dumb cluck I just can’t 
make it work! Oh, me! 

“For eighteen months now I have 
struggled along those lines. Do as I 
may, my expenses have not reduced in 
proportion to my shrinking sales. My 
markup withers under the heat of my 
selling pressure. 

“And my stock! Stock is hard 
enough to reduce when business is 
good. But when sales are slow—what 
a job, gentlemen, what a job!” 

“Yet, my good man,” we argue, for 
we are so anxious to help him, “down 
in your heart you know those factors 
must eventually be adjusted properly— 
so the sooner the better.” 

Fortunately for John Smith, another 
briliant idea strikes us. “Mark downs! 
Those too must be reduced. In order 
to find your weakness you must install 
a system—no, that would cost money!” 

John Smith nods silently, his eyes 
fixed on the floor. 

“Do you realize that in the average 
store such as yours, two-thirds of the 
business is done on one-third of the 
stock? It’s ridiculous, but a fact! 

“Small stores try to spread over too 
much territory. Thev refuse to concen- 


And a 5 per cent 
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trate. They attempt to do a little of 
all kinds of business instead of focus- 
ing their efforts on one limited cross 
section of the community, and serving 
that small group well. 

“In consequence, John Smith, they 
put too much money into experimental 
stock with the hope it will bring in 
extra trade. Hence, they are unable to 
carry enough sizes in the proved sellers 
to satisfy the demand of their present 
regular trade. 

“Anyone with an ounce of brain 
power must discern the necessity of 
eliminating the non-essentials and 
sticking to the sure-profit lines. Such 
a course insures greater profits even 
though it may reduce volume some- 
what. We merely mention this for your 
own good, John Smith, for we is all 
brothers in that great fraternity—” 

“Oh, me!” groans John Smith. “How 
true your wise counsel that non-essen- 
tials must be eliminated! But I must 
confess with shame that here also I fell 
down. 

“With all my careful buying, some 
of my lines turn out to be non-essen- 
tial. The public tells me so by refus- 
ing them. And the more I push these 
shoes the harder the customers resist. 
Contrary things! They yes my easy 
sellers; they no the non-essentials. Oh, 
me! 

“Furthermore, having only average 
intelligence, I can’t seem to concentrate 
my stock as I would like. I know I 
should be carrying more sizes in fewer 
styles, but my customers wreck my 
plan by asking for a greater variety of 
styles, not fewer. 

“T didn’t make a cent last year. And 
as you say, it was all because I was 
geared up too high. You are right. 
Common sense says that I should be 
content with my $70,000 this year, and 
should trim everything down in propor- 
tion, even my own salary. Yes. . . be 
content!” 

“Well ‘spoken, like the brave and 
brainy brother you have always been!” 
So say we all as we pat him on the 
back. 

“Still, on the other hand . 
John Smith straightens up his manly 
form. The old do-or-die fire gleams in 
his eyes. His merciless fist pounds the 
desk. 

“Right or wrong,” his voice rings 
out, “profit or no profit, $80,000 is my 
normal volume! I’ll make it this year, 
brothers! I’ll make it .. . or die 
fighting!” 


” 


Finnish Shoe Named for 
American Athlete 


PoRTSMOUTH, OHIO (UTPS)—A sin- 
gular honor has come to Steve An- 
derson, well-known athlete of Ports- 
mouth, who had a track shoe, made in 
Helsingfors, Finland, named after him. 
While in Finland last year competing 
in pole vaults, he purchased a pair of 
track shoes, and finding them so well 
fitted for his purpose called on the 
manufacturer with a testimonial. The 
result was the renaming of the line of 





shoes “Steve Anderson.” 


Boot AND SHOE RECORDER r 
combining THE SHOE RETAILER, March 7, 1131 





193 
Cam 
that 
and | 
and 
pour 


Mar 
fulle: 
and 

layin 
a pre 
Full 

charg 


We | 


Prom 


Boor an 
combini: 








UNDREDS of merchants are now bene- 
fitting by the vigor and impulse of the 
1931 AMERICA—FORWARD MARCH 
Campaign. So popular has its appeal been, 
that it has jumped into national acceptance 
and use. Enthusiastic reports of its adoption, 
and demands for further information are 


pouring in from all over the country. 


March and April now promise to witness its 
fullest application. Individual merchants, 
and in many cases whole communities, are 
laying plans to give this stimulating campaign 
a prominent place in their Spring activities. 
Full information will be sent you free of 


charge. 


We have prepared a very complete Sales 
Promotion Plan to help put this campaign to 
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THIS EFFECTIVE NATIONAL CAMPAIGN IS 


Ready to Go 


to Work 


for You 


in Your Business, 
x or Your Community 


FULL PARTICULARS and 
SAMPLE MATERIALS SENT FREE 


work for you. Hundreds of copies have al- 
ready been sent out, and many more are being 


mailed every day. 


With each copy of this Plan we are enclosing 
samples of the materials available for your 
use. This gives you an opportunity to fully 
consider the possibilities it offers you in 
rounding out your preparations for Spring 


sales. 


A request on your business stationery will 
bring full particulars, entirely without obliga- 
tion. Or, if you prefer, fill out and clip the 
coupon below, tuck it in an envelope, and 


mail it immediately. 








Forward March Campaign Committee 
BOOT AND:‘SHOE RECORDER 
239 West 39th Street, New York, N. Y. 
Gentlemen: Will you please send me a copy of your Sales Promotion 
Plan and sample the material in connection with the 1931 


Ss 0 
AMERICA—FORWARD MARCH Campaign. This without obligation 
or cost to me. 


Firm 
Street 


City 
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THIS MAY BE 
YOUR OPPORTUNITY 





















SALESMEN WANTED 





SALESMEN WANTED 








Side Line Salesmen 


wanted in desirable territories 
to sell on commission basis a 
well established and popular 
line of Ladies’ In-Stock Novelty 
Shoes retailing at $3.00. This 
line sells big and offers attrac- 
tive earnings to hustling sales- 
men. When applying state ex- 
perience, age and territory cov- 
ered. 

Address C-360, care Boot & Shoe 


Recorder, 239 West 39th Street, 
New York, N. Y. 


High Grade Juvenile Line 
Infants to Growing Girls 
Nationally Known 


Capable salesmen wanted for 
Ohio and Southeastern territo- 
ries. Write fully outlining past 
experience, lines carried, volume 
sold and territory covered. 


Address C-367, care Boot & 
Shoe Recorder, 209 South State 
St., Chicago, IIl. 








SALESMAN WANTED 
for 

Michigan, Indiana, Ohio 
Well known manufacturer of men’s 
par shoes in two grades—$5 to 
6 retail—$7 to $9 retail, offers 
above territory to man of proved 
selling ability and acquaintance. 
Stock department backing and ex- 
cellent opportunity. Give references 
and full particulars in addressing 
- B. P. Boot & Shoe Recorder, 
140 Federal Street, Boston, Mass. 











HOE | cre ag rag wanted by raf etehted 

manufacturer to carry a remar! new li 
ef hard sole Mules and D’Orsays retaili 
from $2.00 up. Territories now being revi 
A e men preferred. Side line commis- 
sion p ition. Give full particulars. Ad- 
dress C-314, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





S!DELINE SALESMEN wanted for a good 
paying and selling line. Please submit refer- 

ences with your reply. Address C-280, care 

cost & Shoe Recorder, 140 Federal St., Boston, 
ass. 





SIDE LINE SALESMEN to sell house slip- 
pers direct from the manufacturer at 
attractive prices, to the big trade only. Many 
good territories open, also Canada. Good 
chance to make money for the right man. 
Address C-364, care Boot & Shoe Recorder, 
239 West 39th St., New York, N. Y. . 





Minimum ch 
word of the address should be 





SIDE LINE SALESMEN 


Wanted for New England and the States 
of Virginia, North and South Carolina, 
Georgia, Florida, Alabama, Mississippi, 
Arkansas, Missouri, Iowa, Wisconsin, 
Indiana, Minnesota, North and South 
Dakota, Kansas, and Rocky Mountain 
Section to carry a nationally known line 
of hard sole slippers, tap shoes, bou- 
doirs, ballets and comfort shoes (In 
Stock Department). Strictly a commis- 
sion proposition. In answering, state ex- 
perience and furnish reliable references. 


Address C-371, care Boot & Shoe 
Recorder, 239 West 39th Street, 
New York, N. Y. 













RETAIL Shoe Salesman wanted by high 
grade shoe store, Suburban New York 
town. Must be thoroughly experienced sales- 
man and expert shoe fitter for Orthopedic and 
Arch Preserver shoes. Mention previous ex- 
perience and salary expected in reply which 
will be held confidential. Unless you can 
meet qualifications, don’t answer. No chain 
store men. Address C-379, care Boot & Shoe 
Receeder. 239 West 39th Street, New York, 





SALESMAN WANTED: ILLINOIS TERRI. 
TORY—Entire state except Chicago anil 
vicinity. Applicants must live in territory. 

experienced and have extensive following. 
Jung Shoe Co., Sheboygan, Wis. 





SALESMEN WANTED — Many _ territories 
open for fast line of Women’s McKay and 
and Goodyear Welt Arch Supports and Sports 
—Strong stock proposition retailing from $3 
to $4. Commission basis—6%—payable month- 
ly on shipments. Advances against accepted 
orders, Address C-372, care Boot & Shoe 
en 239 West 39th Street, New York, 





FOR LEASE 


FOR LEASE 

Available May Ist, fine location, occupied 
as a shoe store the past ten years. Present 
tenant retiring from business. Building 
about 20 feet front by 80 feet. Rent reason- 
able. The carpet mills in Amsterdam are 
rapidly resuming normal operations and one 
of the largest knitting mills has just announced 
a day and night schedule. Address P. O. Box 
204, Amsterdam, N. Y. 


FOR RENT 











ALESMAN to carry infants shoes as side 
line in Pennsylvania, commission basis. 
KOLB & CO., 48 N. 4th St., Philadelphia. 





SHOE STORE, established forty years, pro- 
gressive city. Rockville, Conn. No stock 
or fixtures. Available at once. A. F. B., 497 
Farmington Ave., Hartford, Conn. 





SALESMEN—For Long Island. Must travel 
by car. Complete in-stock line of workshoes 
and slippers. Commission basis. Address C- 
376, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





ALESMEN to carry a complete in-stock 

line of slippers, on commission basis. Im- 
mediate deliveries. Must furnish references. 
Address C-377, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





FOR RENT — Splendid store, suitable for 
chain shoe store, in very heart of shipping 
district, on business side of Main Street, pro- 
gressive city of twenty-five thousand. Com- 
municate with PALMER BROTHERS, 240 
Main Street, Middletown, Conn. 


FOR SALE 


SHOE STORE in Sayville, L. I. Rent low. 
Priced right for cash buyer. Smith’s Shoe 
Store, Patchogue, N. Y. 











CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
arge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases eact 


counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


ified advertising is payable in advance. : : Big 
8&7 Advertisements for this page must be in our New York office on Friday of the week preceding publication. “™* 
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FOR SALE WANTED. TO PURCHASE 











If you contemplate selling your 
A SUCCESSFUL Se a.. tame 
MANUFACTURER KIRSCHLBLACHER CO., INC. 


of staple footwear who wishes to devote all his time and energy to the — a a 
distributive phase of his business, wishes to turn over to a responsible Gat 
party his manufacturing business, including personnel, with assured sales 
of $400,000 per year; $25,000 working capital is required, which will be 
under the complete control of the buyer. The manufactured goods are 
sold direct to the best retail trade throughout the country. Negotiations 
only with principals, who must have highest reference. 


Address C-380, care BOOT & SHOE RECORDER, 
239 West 39th Street, New York, N. Y. 
































POSITION WANTED LINE WANTED 


SHOE SALESMAN, twenty years’ exgerionee, 

LEATHER REPRESENTATIVE AVAILABLE a cgglinggee emmy se Box 1069, 

Young man of extensive acquaintance and 15 Jacksonville, Fla. 

years’ successful experience in selling leather 

and supplies to the shoe manufactur! ig trade 

of New inaiene ts eraliehte o Wow 7 WANTE ” sis ‘ 

representative or salesman, for er or INE A D—Are you looking for a 

goods house. Convincing references. L shoe salesman of twenty-five years’ exper- 

oy os ee bg Shoe Recorder, ience, selling jobbers, mail order houses, and 

140 eral St., Boston, Mass. chain stores—also a sales manager? Have Send Glass Sizes for Estimate 
covered the entire United States and a part Gesigns end Meterias - He Gbtigation 

* ong Z wae a large —_— aeqiatene. CAMDEN ARTCRAFT Co. 160 NWells St. 

1 . ‘an give A-1 references. ress C-369, care HLL. 

MANAGER, 12 years (men’s 10), ladies’ 2, Boot and Shoe Recorder, 209 S. State Street, 

‘ desires — pee hae house, ae Chicago. 

of town considered. ress C-378, care Boot 1 t Your Windows 

& Shoe Recorder, 239 West 39th Stret, New meee a wae and 
































York, N. Y Backgrounds 

MERCHANTS’ NEEDS Artificial Flowers, Vases, Windew Fixtures, 

——_. Setsinge Seones, LL Papers, 

MANAGER and Buyer of Retail Shoe Dept. pager Benders, Simran Ceres. Decwretive Pare 

or store. 8 years’ experience in shoe celal, Grass Mats. Send for Fancy Paper Booklet. 
business. Can successfully buy for, sell and Price Tick 

promote shoe department. Extensive knowledge DAVE’S DISPLAY DECORATIONS 


of merchandising and installing stock controls. DISPLAY Pp APERS 118 West Broadway, New York 
SEE eer el 


Have initiative, ability, excellent references, 
willing to go anywhere. J. Liebowitz, 1355 


Bronx River Avenue, New York, N. Y. The finest line ever pre- 
; sented to the shoe trade for HOTELS 
MARRIED MAN, six years’ experience de- 


ye sires. connection with family, chain _or display purposes. PRE- 

depa it store. t - 

ences, "Address C574 care Boot “k ‘Shoe PARE FOR SPRING 
F t treet, ' 

Ny ee ee AND EASTER. 


Write for samples and prices now y — ye 
ASSEMBLING, toe lasting, relasting, | on Display Creations MON I Dy 
cKays. years experience with the best 1 439 Broa dway , : 


houses. George Connors, 463 Massachusetts 


Avenue, Boston, Mass. Detroit, Mich. 
Ropm and || 49th to 50th Sts. 
AT PRESENT—Assistant Manager of one of “| Tub and Shower Lexington Ave. 
Fifth Avenue, New York finest shoe salon $3 to $5 NEW YORK CITY 


for women—Desires to make at once connec- “ade 
tion—Pacific—Mid-West or East. Family man, ea 


age 41 years’—21 years’ ‘shoe experience, ; ; For 2 persons 

American, capable of buying or managing. : \ 

Agi C-373, care Boot & Shoe Recorder, Medina r 800 Rooms 
239 West 39th Street, New York, N. Y. yal Each with Tub 


$8 to #12 and Shower 
























































YOUNG MAN of above average ability—8 


” years’ of retail experience, including, buy- - per day —— 
ing, management, selling, finance, display, ad- Special Monthly || Radio in Every Room 
vertising, etc., desires position with progressive \W N and Yearly Rates 


concern in Northern Ohio or Western Penn- ° : a SNH 

sylvania. Can furnish references. Arthur 3 minutes’ walk from Grand Central. Times 
O. Kleinberg, 15420 Ridpath Avenue, Cleve- DISP LAY F IXTURES Square, a Avenue yy om gee 
aria sig Ghentees neneby. 10 snlam.ce 62 Penn. Sention 


S HOE SALESMAN, married, twelve years’ SEGALLE SONS Grand Central P 
experience in family shoe stores. Ortho- 
» » 


pedic knowledge. Best references furnished. 


258 Went $9th Stee, New Yor. Yee 933 ARCH ST. 
PHILADELPHIA, PA. 


OSITION as manager of shoe store or de- \ S 
P partment, experienced in window trimming, ARE BUSINESS ( if J TI RS 
a ae one Savetane Good gem 
an tter, know how to buy to control stock. 
Married, 34. Reference furnished. Address SEND FOR CATALOG 
C-368, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 
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MERCHANTS’. NEEDS 








Milbradt 
| Rolling Step Ladders 


Enable you to reach your 

highest shelves conveni- 

1 ently. 

They last a lifetime 
and 


Are made in any style, 
“| shape or size to fit any 
" kind of shelving. 


| Write for general catalog 
| and let us suggest the 
best ladder for your use. 


Milbradt 
Manufacturing Co. 
Established 1898 
2416 No. 10th Street 
ST. LOUIS, MO. 














DARAGON 
Shoe Stretcher and Lengthener 


latest and last word. Will outwear twenty 
Gve wooden Stretchers—in fact lasts a life-time 
Three size Lasts with each machine. $15.00 thru your 
Shoe Finder or direct from us. 
LAING HARRAR & CHAMBERLIN ine. 
Sole Agents. 
43 North Third Stréet — Philadelphia, Pa. 








Styles Diversify as Spring 
Draws Near 


LYNN, Mass.—As volume increases, 
styles become more diversified. Produc- 
tion here the last week in February 
was the best for this year, and a de- 
cided improvement of that of the latter 
part of last year. Prospects are good 
for a further improvement during 
March and several firms report them- 
selves well sold ahead, one firm men- 
tioning that it is sold ahead until May. 

In one shop, which shows quite a di- 
versity of fine styles, 40 or 70 cases of 
one order in the packing room last 
week were made up of sandals. For 
a “peppy” sport shoe, they had a pump, 
strapless, of snow-white kid, trimmed 
at toe and heel and an the sides with 
bright red kid and punched with small 
perforations through which sports of 
bright red flashed. 

Others of this style are trimmed 
with black, blue, green or other hues. 
Blacks predominate in this factory, 
with some recent gains on shiny pat- 
ent. The sands and beiges are selling 
briskly, and the blues are doing better 
than the greens. This firm had quite a 
business on linen and novelty fabric 
shoes for the winter resort trade, and 
is booking orders for like styles for the 
regular spring and summer production. 
It also is making greys. 

This shop runs its styles in the fam- 
ily series; that is, a pump, a tie or an 
oxford, in any run of leather that cus- 
tomers may desire. An interesting bit 
of a vanity is a patent pump with a 
tiny tassel of fringed silver pendant to 
its center buck’'e. 










HOTELS 


HOTELS 










ROOM, WITH 


ROOM, WITH 










{1931 Biss: 


RATES 


Same Prices for 1 or 2 Persons in a Room 


1.50 to 2.50 per day 
WEEKLY RATES FROM $9 UP 


2.25 to 3.50 per day 
WEEKLY RATES FROM $14 UP 
Restaurant: Quality Food at Moderate Prices 


Hort MARTINIQUE 


| BROADWAY, 32nd-33rd STS., NEW YORK 












USE OF BATH 









PRIVATE BATH 


















Black and Blue in Pittsburgh 


CINCINNATI—Black kid, first; blue 
kid, second, and brown kid a ciose third 
are the popular shades of the moment 
in Cincinnati shops. Black well-tailored 
pumps and sandals, skipper blue pumps 
with tiny leather bows and several 
vieing shades of brown, from light to 
deep mocha. Lizard and snake skins 
are slowly dying, however. Many ex- 
pensive models are still being shown in 
lizard, one effective model being com- 
bined with patent leather. 

Patent is moving only moderately, 
and sandals, strange to say, proving 
more popular than the pumps, although 
both are very good. 

The contrasted hee: is proving very 
popular, and, it is predicted, will be 
very good all summer. One very effec- 
tive heel being shown here is of pearl 
gray kid. Decorated linens are good. 
Faille pumps are shown for afternoon 
or evening in white or black lending 
themselves to the separate clasp of 
rhinestones or cut steel. A good fea- 
ture of the clasps are that they de- 
mand a high type slipper to carry them 
and help sell just that type. 

Business has shown a slight increase 
over the preceding month and about 
five per cent in the two months, over 
last year, it is said. A noteworthy fact 
is that the higher grade shoes are sell- 
ing particularly well. 





Art Week in Boston 


Boston, Mass.—J. Gordon McNeil, 
of Thayer, McNeil Co., will represent 
retail merchants in the “Style and De- 
sign Clinic,” which will be a feature of 
Art Week in Boston, March 9-14. De- 
signs will be submitted from students 
from art schools and will be judged by 
the clinic. They, as well as artistic 
styles from the factories, will be put 
on disp!ay in store windows, for the 
public to pass upon. Shoes, textiles, 
jewelry, boxes and containers, and ad- 
vertising will make up the displays. 
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The Home Hotel 
of New York 


Homelike in service, 
appointments and lo- 
cation ... away from 
noise and congestion, 
yet but a few minutes 
from Times Square... 
garage facilities fcr 
tourists. 












Room and Bath from 
$3 single $4 double 


500 Rooms 


Home folks wil 
like this hotel 


HOTEL 
BRETTON HALL 


BROADWAY at 86th ST. 
NEW YORK 


opt 





































J. E. Biles Heads New Firm 


Kansas City, Mo. (UTPS)—A new 
shoe corporation was created here re- 
cently, known as the Biles Shoe Co., 
Inc., opening a shop at Tenth and 
Grand Avenues, Feb. 10. J. E. Biles is 
president of the new company. Other 
officers are: Vice-president, Mrs. F. W. 
Guthrie; secretary-treasurer, Mrs. 
C. A. Biles. 

J. E. Biles formerly operated a men’s 
shoe store at the same location. The 
reopening of the company was at- 
tended with much interest by former 








customers, Mr. Biles said. 
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THE Business 
BAROMETER 


Business Changes 


ARIZONA—Tucson—Myers & Bloom Co. (63 
E. Congress St.); boots, shoes, etc.; reported 
sold out to Levy Bros. 

ILLINOIS—Chicago—John Kitzberger (1135 
W. 18th St.); boots, shoes, etc.; reported 
selling or sold out. 

MAINE—Freeport—Lennox Shoe Co., Inc.; 
manufacturers; filed issue of $7,500 common 


stock. 

MASSACHUSETTS — Boston—Hnos Cuetara; 
boots and shoes; inc. authorized capital $30,000. 

Chelsea—Madow Shoe Co.; manufacturers; 
recently incorporated. 

Haverhill—Fashion Shoe Co., Inc.; manu- 
facturers; inc. authorized capital $25,000. 

Lynn—Garfield-Todd Shoe Co.; boots 
shoes; business certificate filed by John 
field and Simon Todras. 

Publix Men’s Shop, Inc.; boots, shoes, 
recently incorporated. 

Marblehead—F. A. Parker, Inc.; manufac- 
turers; inc. authorized capital $25,000. 

MICHIGAN—Lapeer—Haddrill Carpenter Co. ; 
boots, shoes, etc.; incorporated. 


and 
Car- 


etc. ; 


NEW YORK—New York City—Fortnum & 
Mason, Inc.; boots, shoes, etc.; incorporated. 

Chas. Havronek (718 Cortland Ave.) ; boots 
and shoes; reported selling or sold out. 

Lipkind Shoe Co.; boots and _ shoes; 
authorized capital $10,000. 

Port Chester—Neal’s Men’s Stores, Inc.; 
boots, shoes, etc.; inc. authorized capital $10,000. 

Rockville Center — Fantasy Boot Shop, Inc. 
(14 N. Park Ave.); boots and shoes; reported 
selling or sold out. 


OHIO—Wadsworth—The Rinker 
hoots and shoes; incorporated 


PENNSYLVANIA—Darby—Cut Price Sam- 
ple Shoe Store, Inc.; boots and shoes; inc. 
authorized capital $20,000. 

Philadelphia—Rose Marie Shoe Salon; boots 
and shoes; inc. authorized capital $500. 

TENNESSEE—Knorxville—J. L. Shaw 
Inc.; boots and shoes; incorporated. 

WISCONSIN — Fennimore— A. G. Ruste; 

ts, shoes, etc.; reported selling or sold out. 


ine. 


Shoe 


Co. ; 


hoes, 





Failures, Embarrassments, Etc. 


ARKANSAS—Russellville—Price Clo. Co.; 
boots, shoes, etc.; reported petition in bank- 
ruptcy; reported receiver appointed. 

Stuttgart—New Leader; boots, shoes, 
reported petition in bankruptcy. 

CONNECTICU T—Hartford—Angelo 
(592 Wethersfield Ave.); boots, shoes, 

reported petition in bankruptcy. 

FLORIDA—Tampa— Manuel Leibovitz, Inc. ; 
boots, shoes, etc.; reported petition in bank- 


ruptcy. 

GEORGIA—Albany—J. Polstein; boots, shoes, 
etec.; reported petition in bankruptcy. 

ILLINOIS—Arcola—B. Reinheimer & Son; 
boots, shoes, etc.; reported asking general ex- 
tension. 

Chicago—Morris I. Boltax (Boltax Bargain 
Store) (1240 S. Kedzie Ave.); boots, shoes, 
etc.; reported petition in bankruptcy. 

Louis Camras (Camras Bootery) (2715 W. 


etc. ; 


Guardo 
etc. ; 


etc. ; 


Division St.); boots and shoes; reported pe- 
tition in bankruptcy. 
Kotz Shoe Stores (also branches); boots 
and shoes; reported petition in bankruptcy; 
reported receiver appoin 
Joseph Kuehn (1000-02 ‘Center St.) ; boots, 
shoes, etc.; reported assign 
Silverman Bros. (406 W. Division St.) ; 
boots, shoes, reported petition in bank- 
ruptcy. 
Oscar Sternberg (841 Milwaukee Ave.) ; boots, 
shoes, etc.; reported assigned. 
McLean—Wagner Dry Goods Co.; boots, 
ete.; reported petition in bankruptcy. 
INDIANA — Washington — Louis W. Volk; 
boots, shoes, etc.; reported assigned. 
MAINE—Nantord—tr'arris N. Bshara (San- 
ford Dry Goods Co.); boots, shoes, etc.; re- 
ported assigned, 
yg hg w — Salisbury — Nock Bros. Co.; 
oes, etc.; reported receiver appointed. 
pASSACHUSETTS — Boston — Benj. Cohen 
BB apm Shoe Store’) (Hanover St.); boots 
and shoes; reported assign 
Quincy—Newbury Shoe Corp. ; manufacturers ; 
reported petition in bankruptcy. 
West Springfield—Leo H. Rickman; boots, 
shoes, etc.; reported assigned. 
MICHIGAN — Detroit—.Kasmer & Wispe 
(Roxy’s Shoe Store) (Campau Shoe Store) 
(9244 Jos Campau 
reported petition in 


(9481 Jos Campau Ave. 
Ave.); boots and shoes; 


bankruptcy. 
Schwartz Bros. (11617 Dexter Blvd); boots 
reported called meeting of 


Wyandotte—Lazo Phillips (3920 Fourtir St.) ; 
boots, shoes, etc.; reported petition in bank- 


ruptcy. 

MISSISSIPPI—Yazoo City—L. Rosen Dry 
Goods Co.; boots, shoes, etc.; reported peti- 
in bankruptcy ; reported ap- 


pointed. 

MISSOURI — Hannibal — E. Frank & Co.; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

Rolla—Pennington-Gilbert Shoe Co.; 
facturers; reported offering to compro’ 

St. Louis—Hartmann Shoe Co., Inc.; 


tion receiver 


manu- 


* job- 
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bers; reported offering to compromise at 25 
per cent. 

W. H. Lampe Shoe Co.; manufacturers; 
reported petition in bankruptcy. 

NEW HAMPSHIRE—Farmington—Paul J. 
Richard Co., Inc.; shoe manufacturers; re- 
a * called meeting of creditors for Feb. 24. 

JERSEY—Bayonne—Nathan  Green- 
e... W sis Avenue C); boots, shoes, etc.; re- 
ported petition in bankruptcy. 

NEW YORK—Brooklyn—Abraham Freedman 
(274 Albany Ave.); boots and shoes; reported 
petition in bankruptcy. 

New York City—Benj. Berg (3804 White 
Plains Ave.); boots and shoes; reported called 
meeting of creditors. 

Calendar Shoe Shops, Inc. (Office, 122 W. 
Broadway); boots, shoes, etc.; reported called 
meeting of creditors. 

Eppy’s Stores, Inc. (34 W. 47th St.) ; boots 
and shoes; reported petition in bankruptcy. 

Leopold Stein & Son (2318 Third Ave.) ; 
boots and shoes; reported petition in bank- 
ruptcy. 

Jerome Metzger (113 Broadway); boots and 
shoes reported called meeting of creditors. 

Jefferson import Co., Inc.; importers shoe 
supplies; reported called meeting of creditors. 

Isaac Miller (389 Grand St.); boots and 
shoes; reported called meeting of creditors. 

Saker Bros. (Frank Saker) (40 Washington 
St.) ; boots, shoes, etc.; reported assigned. 

Harry Schneider (225 E. 169th St.) ; 
and shoes; reported assigned. 

M. Schwartzreich (169 Rivington St.) ; boots 
and shoes; reported called meeting of creditors. 

Stapleton (Staten Island)—Philip Teitelbaum 
(195 Broad St.); boots and shoes; reported 
called meeting of creditors. 

NORTH CAROLINA—Kingston—Sam _  Per- 
son; boots, 
bankruptcy. 

Pinehurst—Norfleet P. Ray; boots, 
etc.; reported petition in bankruptcy. 

OHIO—Canton—Scholnik’s, Inc. (‘“Scholnik’s 
Clo. & Shoe Store’) (333 E. Tuscarawas St.) ; 
boots, shoes, etc.; reported petition in bank- 


ruptcy. 
ee — Caney — B. boots, 
shoes, etc.; reported petition in bankruptcy. 
PENNSYLVANIA—Hermine —Morris Rubin 
(Rubin’s Dep’t Store); boots, shoes, etc.; re- 
ported petition in bankruptcy. 
Norristown—Samuel Rothman (200-24 E. 
Main St.); boots, shoes, etc.; reported offering 
to compromise at 25 per cent. 
Pennsburg—Jacob Weiss (353 Main St.); 
boots, shoes, etc.; reported offering to com- 
promise at 10 per cent. 
Selinsgrove—S. R. Michaels; boots, shoes, 
etc.; reported petition in bankruptcy. 
FPR ne Apggo S. Edwards, Senior; boots, 
ported petition in bankruptcy. 
on OUTH ‘CAROLINA Johnston—S. A. Levy; 
boots, shoes, etc.; reported offering to com- 
promise at 25 per cent. 
TENNESSEE—Knoxville—Knox Auction Mer- 
cantile Co.; boots, shoes, etc.; reported peti- 
tion in bankruptcy. 


boots 


shoes, etc.; reported petition in 


shoes, 


Jacobs ; 
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TEXAS—Georgetown—The Fair, Inc.; boots, 
shoes, etc.; reported offering to compromise. 
Gonzales—Clyde Carlos Smith; boots, shoes, 
etc.; reported petition in bankruptcy. 
Sanger—Hunter & McNeil; boots,shoes, etc.; 
reported petition in bankruptcy. 
VERMONT—Springfield— Barney Bass ; 
shoes, etc.; reported petition in bankruptcy. 

WASHINGTON—Seattle—Jacob Starin; boots, 
etc.; reported assigned. 

WEST VIRGINIA—Morgantown—Fashionable 
Shoe Store (412 High St.; boots and shoes; 
reported offering to compromise at 25 per 


cent. 
WISCONSIN—Racine—Sonia Mansfield ; boots, 
shoes, etc.; reported petition in bankruptcy. 


boots, 


New Shoe Stores 


Point Pleasant, W. Va.—Ben Franklin, Thabet 
Building. 

Clymer, Pa.—Tate Brothers, Inc. 

Columbus, Ohi:—O. J. Morrison, Inc. 

Fairmont, W. Va.—Lipson’s, Inc. 

Sumter, S. C.—Boston Furnishing Co. 

Pittsburgh, Pa.—Petty Shoe Co. 

Lapeer, Mich.—Haddrill Carpenter Co. 

Panama City, Fla.—Christo’s Stores, Inc. 

Glens Falls, N. Y.—Glens Falls Clothing Co., 


Inc. 
New York, N. Y.—Knopp Shoe Store, 837 


Inc. 
Philadelphia, 


ne. 
Richton, Miss.—Cash Supply Co. 

Nashville, Tenn.—The Daylight Store, Inc. 
Clarksville, Tenn.—Austin & Co. 

Cairo, Ga.—Teate & Strickland. 

Wausau, Wis.—A. Steckbarser. 

Pulaski, Tenn.—Smith Dry Goods Co. 

Grand Rapids, a —Borgman Stores Co., 
818 Leonard St., N. 

Columbiana, Ohie—c. H. Silvers. 

New York, N. Y.—Helstein, Inc. 

New York, N. Y.—Lipkind Shoe Co., Inc. 
Clintonville, Wis.—Lena Breakstone & Son. 

Burlington, Vt.—W. T. Grant Co. (soon) 
Compton, Cal.—J. J. Newberry Co., East 
Main St. 

Pasadena, Cal.—J. J. Newberry Co., 254 E. 
Colorado St. 

Los Angeles, Cal.—J. J. Newberry Co., Ver- 
mont & 85th St. (soon) 

New gg oo N. Y.—W. T. Grant Co., 543-9 
Me‘n St. (sno 
~ —— Ill. nw. T. Grant Co., 63rd & Green 
tt. (soon) 
. Spring Grove, Minn.—W. G. Woodward Co., 
n 


Cc. 

Effingham, Ill.—John G. Metzer. 
Mitchellville. Iowa—Benjamin Gebrman. 
Cleburne, Tex.—C. B. Minver, 204 S. Main 
t. 

Pontiac, Mich.—Stern’s, Inc., 88 N. Saginaw 


6850 S. Halstead 


Pa.—Rose Marie Shoe Salon, 


Chicago, Ill.—Anderson’s, 
Melrose, Ky. foe eee. 
Eureka, Cal.—E. D. Eder: 

Litchfield, Ill ter ‘Leas "Teste Shoe Store, 

217 N. State St. 

Salvisa, Ky.—John P. Rowland & Son. 
New York, N. Y.—Feinberg & Price Shoes, 

Inc., 2306-15 Broadway. (soon) 

N York, N. Y.—Fortnum & Mason, Inc. 
- Y.—Vollbrachts, Inc. 
N. Y.—Merit Shoe Co., 326 W. 


St. 

New York, N. Y.—French Slipper Shop, 2527 
Broadway. 

Jeffersonville, Ohio—Robbins & Tudor. 
Birmingham, Ala.—Regal Shoe Co., 20th St. 
& 3rd Ave. 

Traverse City, Mich.—Geo. W. Miller. 
Arkansas City, Kan.—Peeb’s Toggery, 111 S. 
Summit. 
s Lewiston, Me.—Louis Silverman, 291 Lisbon 
t. 

Athens, Tenn.—Robert N. Cagle, 3 W. Wash- 
ington St. 

Russellville, Ky.—Gorrell & Co. 

New York, N. Y.—Larry’s Shoe Shop, 
E. 50th St. 

Memphis, Tenn.—Walk-Over Shoe Store, 
S. Main St. 

Drain, Ore.—A. Bruton. 
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Boot and Shoe 
Recorder 
Serves in 


Getting More Shoes Sold Right; not 
only “more” but “right”; sold for the 
right purpose, to the right wearer, in 
the right fitting, for the right price, at 
the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of THe Boot anp 
SHoe Recorper is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 
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HIS is the season for the trade to 

correct itself of the pernicious habit 
of accepting from the public the return 
of all shoes on the’flimsiest of excuses. 
The sale of shoes should not lead to 
three out of four returns. This is also 
the time of the year, changing from 
cold to warmer weather, when every 
customer’s foot changes its fitting size. 
This is the time of year when 95 per 
cent of the returns are for short length 
or width—store and customer faults. 

We give a statement in this issue 
that every store can use to the end 
that selling at retail may become more 
definite and direct. We separate the 
customer from his or her alibi. We 
correct and clarify the responsibility 
of the factory to the store, and the 
store to the customer. No issue is 
more irksome to friendships of maker 
with merchant and merchant with cus- 
tomer. 

If we could straighten out wasteful 
practices at retail. we would correct ir- 
ritating deviations from the simple 
path that leads to a profit for all in- 
dustry. 


a a Aw 


NOTHER section of our Foot 

Health Week promotion, leading up 

to a national stimulus of feature-shoe 

selling—April 19th. Plan and prepare 
ahead. 

Little Johnny hasn’t been getting the 
best of it in the retail shoe store. His 
sister Mary is many pair up on him in 
footwear. In this issue, we give little 
Johnny a “break.” We tell the mer- 
chant what to select so as to sell the 
boy some extra pairs. Then, a broad 
job in preparation for outdoor activi- 
ties of men, women and children. 








.» you can use a 


thermoplastic 


VULCO-UNIT Box Toe 


in unlined shoes 


Gor further particulars write to the 


BECKWITH MFG. COMPANY 
Statler. Building, Boston, Mass. 


eManufacturers of 
VULCO PRODUCTS 
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